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*FASHION .. . especially Italian fash--# 
ion. . . is incomplete Without leathers 
by Colonial.) Accenting™this’dfessy 
pump, Colonial jet black patent. . . 
the leather of sophistication . . . also 
available in fall fashion colors from 
the. world’sy largest tanners of patent 
leathers. 





NO GAME 
OF CHANCE 


when you choose 


TRADE MARK REG. US. PATENT OFF. 


FOR CHILDREN OF ALL AGES 


No. 6032 


In Stock 
Patent Leather 
One Strap 


4 to 6 
642 to 8 
812 to 12 
124%2 to 3 


Also in-stock in White, 
No. 6081. 


There is no game of chance when you carry a 
complete line of Kali-sten-iks shoes. 
Quality crafting and styling — assure you 
a quick turnover of your stock. 


enna , . / No. 4165 
See your Kali-sten-iks representative f . 


s y : In Stock 
or write us — now! : ,, Brown Oxford 


with Allenite Tip 


6¥2to 8 
812 to 12 
12¥%4 to 3 


Also in-stock in Black, 
No. 4125. 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN: 
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where the biggest volume of business is done 


“areR Aw GiRLew= 


FIRST over 40 years, the leader in volume-priced shoes 


FIRST ive 1 BIG BRAND, the only proven brand in the price field 














FIRST a complete line, to do the complete selling job — more profitably 





in constant national advertising, year after year after year — 
ALA MAGAZINES, NEWSPAPERS, TV. | 


288 A Street, Boston, Mass. Div.: Consolidated National Shoe Corp. 
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SOME QUESTIONS ALWAYS ANSWER THEMSELVES! 


Here’s another one: Is the bright white finish on LEVOR leather 
enduring? 


You bet it is! This dazzling whiteness is clear through 
the fibers. 


“The Whitest Whites” by LEVOR are the triumph 
of many decades of specialized, volume production. 
Year after year alertness in constantly developing 
even better techniques afford many reasons why 
you're so right with any LEVOR white! 


THE WHITEST WHITES® 


LEVOR 


washable KID-CABRETTA:CALF 
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“the complete leather line ” 


almost 
everybody 
uses 


leathers 


by 
IRVING 


IRVANA 

UNIQUE 

ONYX 

Woh e: 

UNIGLOVE 

VELNAP 

PLAYNAP 
VELVESHEEN 
FEATHER LEATHER 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 


see you at the leather show, statler-hilton BOOTHS 80 and 81 
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Mr. NEOLITE says: 


You must see it to believe it! | can’t find 


NEW SATIN FINISH on 





—C hevolitionary hilo 
* O44 the most olegarct, Most 
Aole 


AMAZING RETAIL SELLING ADVANTAGES... 


e Looks and is soft and mellow! 
e Absolutely uniform and flawless... and looks it! 


AMAZING MANUFACTURING ADVANTAGES... 


e Engineered for processing with existing equipment, requiring no 
special bottoming technique! 
e Easy to apply ... minimizes factory labor! 


PLUS THE REGULAR NEOLITE FLEX SOLE FEATURES 


e Extreme flexibility and lightness! True comfort... long wear! 


NEOLITE, AN ELASTOMER-RESIN BLEND, T.M he TIRE & RUBBER COMPANY, AKRON, OHIO 
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words strong enough to describe the 


NEOLITE. Hx SOL 


featinre | 
Luhurtolid - ooking 
Wer made / 


=~ 4 


Don't miss it! 

Be sure to see the 
NEOLITE Flex Sole 
with the sensational 
new Satin finish. 
Call your Goodyear 
Representative. Or, 
if you prefer, write 
to: Goodyear, Shoe 
Products Division, 
Akron 16, Ohio, 




















Watch the award-winning GOODYEAR THEATER 
on TV every other Monday evening 
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from the world of imagination 


The talented elf 








Lio. Sr that turned flax into gold. 
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Without imagination the world is 
artless. This extravagance of the 
mind can lift anything beyond the or- 

dinary — can bring a dream to its reality. 

Lawrence brings this unquivering shaft of light to 
the art of tanning, and, with the storied facility of 
Rumpelstiltskin, Lawrence contributes its talent to 
raw skins — turning them into valued Sheepskin. 

Shoes with supple Lawrence Glide lining offer a new 
mellow soft comfort and easy slip-on convenience . . . 
slipper leathers and casual shoe leathers by Lawrence 
with soft or firm qualities express a full palette of new 
exciting colors — all are examples of the creative 
Lawrence touch. This imagination marks every prod- 
uct of Lawrence — it gains expression in color, in tex- 
ture .. . it gains permanence in constant application. 

In Calfskin, Side Leather, Sole Leather, Sheepskin 
or Shearling, look to Lawrence you'll find better 
leathers, expert and prompt service, and, most impor- 
tant, you'll get them both with that gift from the 
gifted — imagination. 


, 
| 
df 
dt 


rence 
LEATHERS ys 
from the world of imagination 


FOR REPRINTS OF THIS ADVERTISEMENT WRITE TO A. C. LAWRENCE LEATHER CO., A DIVISION OF SWIFT & COMPANY, line.), PEABODY, MASS. 
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VAISEY-BRISTOL makers of JUMPING: dACKS” 


“SS _s proudly announce the 








Then and Now! 




















—Cicero wrote two thousand years ago that mankind 
was always making these six mistakes: 


—The delusion that individual advancement is made 
by crushing others. 


—The tendency to worry about things that cannot 
be changed or corrected. 


—Insisting a thing is impossible because we ourselves 
cannot accomplish it. 


—Refusing to set aside trivial preferences. 


—Neglecting development and refinement of mind, 
and not acquiring the habits of reading and study. 


—Attempting to compel other people to believe and 
live as we do. (PostScript) 


-Things haven't changed much since that time . . 
We're still making the same mistakes. 


* * * 


“Employers spend vast sums in time and efforts to 
woo and get good men,” says Walter Lowen, Man- 
agement Consultant. . . . “then they fail to make 
the same intelligent, earnest effort to hold them.” 


~He spoke on: “Finding and Holding the Right Man 
for the Job . . . Some Pet Peeves of Employees Ex- 
plained” at the 3lst Annual First Advertising 
Agency Group Conference in West Harwich, Mass., 
and discussed the twelve most important real reasons 
why employers lose men. At the same time, he 
pointed out that labor-turnover can be one of busi- 
ness’ costliest overhead expenses. 


€ B.Ta sr baensMo, 
Publisher 
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Thanks for making 1959 our best year 
. and wishing you: many happy 
Jumping-Jacks Years to Come! 


VAISEY-BRISTOL SHOE CO. «+ Monett, Mo. 

















THE UPPER LEATHER IN THESE SHOES IS 


STYLE: 
The Timmie 
MATERIALS 
AND COLORS: 
Black Knight 
Suede 
Evanette Suede, 
navy, brown. 
Evans Brogandi, 
black and colors. 
TRIM: 
Black Cherry 


ornament, 


CORDIALS, 
by DORI SHOE COMPANY 


grosgrain piping 
and bow. 
SIZES: 
3 to 10, 
widths AAAAA 
to C. 


For complete 
information please write directly to 
Dori Shoe Company, 266 Broadway, 
Lynn, Massachusetts 


VANS « 
€ Co 


Standardize on EVANS LEATHERS for Uniform Quality (? Muy , 


* * 
. 


&s, 188" 
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- &q EVANS 


/ eeoeecceveseeeece 


© Quality acklinight 
* Controlled | 


Uniform Quality doesn’t just happen 
...i a Tannery...or in a Shoe Factory 


In the John R. Evans tannery, a step by step Quality outstanding maker of quality shoes standardizing on 
Control system makes it happen. And the Evans Uni- Evans Uniform Quality Leathers. Experience has 
form Quality Leathers that result help it to happen in shown this company that Evans Leathers may be de- 
many shoe factories. pended upon for uniformity of color and quality from 


Dori Shoe Company of Lynn, Massachusetts, is an season to season, and year to year. 


JOHN R. EVANS & COMPANY, cAamMDEN, NEW JERSEY 1857-1960 
The House of Uniform Quality Leathers « A Member of the Kid Leather Guild 
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Season's Greefings 
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EBY SHOE CORPORATION, EPHRATA, PA. 
feat- 14-1 0- See) Me ot 9 1 eV aed aol -3- 9m fo] med alilela-tal 
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sell barefoot comfort! 


Customers today demand comfort...and get it in shoes cushioned with 





U. S. Kem-Blo sponge rubber insoles. Manufacturers and retailers alike have 
learned Kem-Blo brings repeat sales because it lightens every step from first 
to last...never mats, packs, or shreds. And you can use scientifically 


designed Kem-Blo in just about every type of footwear made. Get the full 
story. Write for information and test-size samples to: United States Rubber, ; 


U.S. Kem-Blo Sponge Dept., 361 Church Street, Naugatuck, Connecticut. 


US) United States Rubber 


MoD 
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Waterproof’ Shoes 
with Sylflex Leather 


Build More Traffic 


... Increase your average sales check, too! 


For the first time—a leather shoe that’s waterproof, yet still breathes. 
It gets men talking, builds traffic and makes profits because 
customers gladly pay more for shoes that offer this extra protection 
and comfort. But remember, no leather shoes can be 

promoted as waterproof unless the leather is SYLFLEX. 


Attract new customers and worthwhile volume by featuring waterproof 
shoes made of SYLFLEX leather. Available from: 


H. H. Brown Shoe Co. 

Cedar-Crest Shoe Co., Div. General Shoe Corporation 
Dunham Brothers Company 

Endicott Johnson 

International Shoe Company 

Sta-Dri Div., Ranger Boot & Shoe Mfg. Co., Inc. 


For details, write: Dow Corning Corporation, Midland, Mich. 


er 
ers 5 
A leather shoe is waterproof only when it has all 3: 


aled upper seams to prevent seepage. 
Ne 7 
me 0642) Vitlcanized construction for watertight sole attachment. 


Eee SY EFLEX ® leather for water repellency plus free-breathing comfort. 
a : ee, 
i : a 


Look for this tag 
when you buy... 
SN it’s your assurance 


1s that shoes are ¢ 
™~ truly waterproof. &@ Gow Corning Silicone 


@ Keeps water out 
and stilt breathes 


. 2 ' @ Makes shoes more 
. *) comfortabie to wear — 
ay " : 


ad 
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Headlines 





PPSSA Attendance Dips: Buyers Already Committed 


Buying at the show was concen- 
trated in men’s and children’s 
basics plus “spot items” for wo- 
men. But the majority of exhib- 
itors indicated they had booked 
satisfactory business for spring 
during recent weeks. 


NEW YORK—The Popular Price 
Shoe Show played host to a some- 
what smaller than usual attendance, 
for a large share of the buying for 
spring had been committed at earlier 
shows. 

Most of the buying action took 
place in two particular categories: 
men’s and children’s basics, and 
“spot items” in women’s lines. Traf- 
fic was heavy on Sunday as is cus- 
tomary, but shaded off sharply by 
Monday afternoon. Many of the 
visiting retailers and buyers re- 
ported they were in to seek “special 
buys” rather than broad or full pur- 
chases of spring lines. 

Most exhibitors reported satisfac- 
tory business booked for spring over 
recent weeks. This applied especially 
to branded lines. However a fair 
share of the unbranded lines said 
that orders had been “spotty” but 
they were expecting a wave of last- 
minute buying and fill-in purchases 
through December. 


Price Reductions Unlikely 


Some shoemen at the show 
thought prices might be reduced as 
a result of a softening in hide 
prices over recent weeks. But shoe 
manufacturers, living closer to the 
situation and thus able to appraise 
shoemaking costs more realistically, 
said there was little if any chance 
of a softening of shoe prices in the 
next six months. They pointed to 
the fact that upper leather repre- 
sents only about 25 per cent or less 
of total shoe production costs. 

Thus, even a genuine softening of 
leather prices would be more than 
counterbalanced by current and an- 
ticipated increases in the prices of 
other shoe supplies and materials, 
plus labor and overhead charges. 

Raymond A. Mills, vice-president 
in charge of sales for Endicott 
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Johnson Corporation, warned on the 
eve of the show, “It is unrealistic to 
expect substantial reductions in the 
current price levels.” He said buy- 
ers who were holding back on 
spring orders in the belief that 
prices might drop, were jeopardiz- 
ing their chances for pre-Easter 
deliveries. 


“Little Buying for Inventory” 


Manufacturers were hoping 
strongly for good spring sales at re- 
tail because, they said, “This season 
there will be little buying for inven- 
tory, as most inventory pipelines are 
filled, in contrast with a year ago 
when buying for inventory repre- 
sented an appreciable portion of 
orders booked.” 

Retail shoe sales for spring, as 
well as for the entire year of 1960— 
as cited by PPSSA officials—should 
at least match the record levels of 
1959 in pairs. But they will set a 
new high in dollars (estimated at 





Large Volume of Bookings 
Predicted at Leather Show 


NEW YORK—“A sharp expan- 
sion in leather trade activity” was 
predicted for the December 17-18 
Leather Show by Irving R. Glass, 
executive vice-president of the Tan- 
ners’ Council of America. 

The show is part of the newly 
christened “Shoe Resources Mar- 
ket,” which also includes the Allied 
Shoe Products Show, the Shoe Fab- 
rics Show and the Leather Import- 
ers Council showing. Timing of 
these supply shows has been ad- 
vanced by two months. Lines in- 
troduced this month are intended 
for fall and winter 1960 shoes and 
accessories. 

In a pre-show announcement, Mr. 
Glass pointed to two factors as in- 
dicative of a “big shoe year” in 
1960: “the rising tide of spring shoe 
orders already discernible in the 
market, and the favorable consumer 
response to fall footwear.” The 
Tanners’ Council official said retail 
shoe volume has shown impressive 
gains despite the steel strike. 


close to $4.5 billion) as a result of 
higher prices. 

At a press meeting, PPSSA officials 
said the strong trend toward “in- 
creased exposure of shoes in stores, 
as well as the broadening distribu- 
tion pattern of shoe business reach- 
ing out into new areas throughout 
the country, is stepping up sales and 
consumption of shoes at an acceler- 
ated pace.” 

Roadside shoe stores; continuing 
expansion of shoe outlets in shop- 
ping centers, discount and other pro- 
motional-type stores; increased shoe 
selling in supermarkets and variety 
stores—all these were cited among 
the factors involved in the expand- 
ing pattern of shoe distribution in 
the U. S. Another important devel- 
opment is the continuing and rapid 
expansion of leased shoe depart- 
ments. 

The industry can expect major 
growth in self-service and self-selec- 
tion shoe business. 

“Self-service isn’t being forced on 
the public,” said PPSSA officials, 
“but is simply the consequence of 
consumer demand for this type of 
buying — just as occurred in the 
food field to give tremendous growth 
to the supermarket.” 

The biggest growth in self-service 
shoe operation has been in teenage 
shoes, while men’s shoes are ex- 
pected to show the least response. 


Leather Prices Should Settle 


During 1960, leather prices are 
expected to become more settled. 
PPSSA officials estimated that hide 
prices, via light native cows (the 
bellwether item), will likely level 
off at somewhere between 18 and 22 
cents as compared with a high of 
around 34 cents earlier in 1959. 

U. S. hide imports are expected 
to be lower and exports higher dur- 
ing 1960. The cattle population now 
stands at a record high of around 
104 million head. The cattle kill 
should, as a result, increase about 
10 per cent in 1960, and calf kill 
should rise about 4 per cent. This 
increase should raise the supply of 


(CONTINUED ON NEXT PAGE) 
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Popular Price Show: Buying Trends 


(CONTINUED FROM PAGE 17) 
hides and leather, and help to sta- 
bilize leather prices at more realis- 


tic levels. 
. - . 


Women’s Shoes: Volume Is 
Registered by Double Needle 


STYLES displayed at the Popular 
Price Shoe Show for women and 
teenage girls confirmed trends es- 
tablished at other recent shows. 

Pumps are definitely still the big 
thing in both categories. In wo- 
men’s shoes the double needle is vol- 
ume. Little is being done with any- 
thing else. There is a little talk of 
the triple needle and, in one manu- 
facturer’s opinion at least, this has 
a better chance of selling than the 
oval. This last and the snipped 
square with receding toe and light 
wall are better in the higher price 
brackets. 

Great variety in heels continues. 
The very high and slim heels are im- 
portant in all style lines. But the in- 
terest in stacked heels—still grow- 
ing—gives strong emphasis to mid- 
high heels, 17/8 to 19/8 and down to 
the 12/8 to 14/8 range. These lower 
heels are in demand for both wo- 
men and teenagers. Also important 
for these two groups are the curved 
Queen Anne heels in the same range 
of heights, 12/8 (or even lower) to 
14/8 and 15/8. 

Other strong trends were regis- 
tered for spectators in a variety of 
treatments; all-over one color and 
leather with perhaps a perfed me- 
dallion vamp treatment; two-tone 
classic spectators, and two-tone tail- 
ored shoes, usually pumps, with tail- 
ored stitching trim and/or perfora- 
tions. Stacked heels predominate in 
these. Many of the spectators are un- 
lined and very light and flexible. 

Dressier pumps also are often un- 
lined. Here a great variety of little 
vamp ornaments are being used: 
some in leather, some also in faille 
or other dressy fabrics such as 
satin. Dainty rhinestone or pearl 
trims give additional elegance to 
these shoes. 

In dressy types opened-up patterns 
are seen somewhat more often in 


some lines. This trend does not seem 
to have increased to any noticeabie 
extent over other years. The opening 
of these patterns ranges from vamp 
openings on closed back and toe 
styles to no-back mules. Sling backs 
with open toes account for many of 
the open patterns. 

Vinyl plastic is very popular in 
these slings and in mules. It is also 
liked to fill in—and make more com- 
fortable—stripping sandals. 

The Italian-type flat heel sandal for 
leisure wear holds a strong position 
in summer styles. It is most popular 
in sunny tan leathers. Also for sum- 
mer are meshes in dressy and town 
types and straws for informal day- 
time summer wear. Throughout the 
lines, and in all types of shoes, light- 
ness and softness is the predominant 
trend. Glove leathers are very strong 
in lower and flat-heel shoes. 

An important trend to note is the 
return of the wedge on all heights 
and in smart informal styles as well 
as the more conservative or comfort 
types. 

The attitude toward color is cau- 
tious. Almost universaliy, black—in 
both patent and smooth leathers— 
is followed by bone and then by 
white. The soft and brilliant pastels 
—light blue and pink, yellow, peach, 
lilac—are there to be bought but are 
selling lightly. Some manufacturers 
report an interest in Flight Blue and 
red is reported to be growing in in- 
terest. The lighter browns, espe- 
cially in sports types, are important. 

The same picture follows through 
in teenage styles. 

By ELEANOR M. RUTTY 


Men’s Shoes: A Diversity 
Of Styling Is the Keynote 


THE overwhelming diversity in 
shoe styling was the outstanding 
characteristic in men’s lines at the 
PPSSA. 

Slipons, brushed leather stitch- 
downs, boots, floaters, and glovey 
and waxed leather types have be- 
come the rule rather than the ex- 
ception as featured styles. 

While bread-and- butter styles 
such as Goodyear Welt moccasin 


fronts or wing tips in smooth or 
boarded leather calf may still be 
high sellers, manufacturers are no 
longer depending on them for con- 
sistent high volume in the future. 

Even to one aware of the revolu- 
tion underway in men’s popular 
priced shoe styling the number and 
variety of styling innovations were 
impressive. 

Room for growth and experimen- 
tation in each of the many styling 
channels now open is unlimited; it 
is impossible to forecast the domi- 
nant popular priced shoe styles of 
five years or even three years hence. 

The slipon continues to evolve. A 
good example is seen in this year’s 
variation of a particular style by 
one of the leading popular price 
manufacturers. 


Squared Toe Modified 

The squared toe in last year’s 
shoe has been rounded off and the 
squared effect transferred to the 
tongue, which is also higher and 
Continental-looking. A hidden gore 
has been added. The conventional 
collar at the topline has been re- 
placed by a curved, wavy underlay 
treatment on the quarter. Last year 
this shoe was saddle tan; this year 
it is “loden,”’ a combination of green, 
black and brown. 

One prominent manufacturer ex- 
hibited his line of stitchdowns as 
the company’s “fastest sellers.” The 
line was of plain-toe, three-eyelet 
bluchers in brushed leather, lined 
and featuring cushioned insoles. The 
sole was thin, corrugated and 
bouncey. 

Another very different style with 
bouncey soles and utilizing a brushed 
leather shell was the floater. How- 
ever the sole treatment was “wrap- 
around” and the brushed leather of 
the shell—now increasingly called 
“shag” by travelers—was styled in 
combination with smooth waxed 
leather. This shoe was available in 
all basic colors. 

One of the most extraordinary 
lines seen was a long, pointed toe 
line with highly exaggerated edges. 
This six- or seven-eyelet bal ap- 
peared with every sort of detailing 
and surface interest imaginable: 
grained, embossed, gilded, anti- 

(CONTINUED ON PAGE 24) 
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Some Producers Attack Imports, Then 


Bring In Their Own, Union Says 


BOSTON—Shoe producers’ complaints about in- 
creasing footwear imports have been labeled “a 
freshet of crocodile tears” by the Boot and Shoe 
Workers’ Union executive board. The union said 
some of the country’s biggest manufacturers of shoes 
are also major importers. 

A statement issued during the board’s annual 
meeting charged: “When American shoe manufac- 
turers, operating their own chains of retail stores, 
are the leading importers, promoters and sellers of 
foreign-made shoes, their consternation over im- 
ports cannot be sincere.” 

According to the union, the advertising and pro- 
motion of these foreign shoes by U. S. shoe manu- 
facturers menaces the domestic industry. 

The union said it “sympathizes with the theory of 
encouraging imports to strengthen world peace and 
to maintain economic balances. It does not, however, 
accept the belief that any industry should promote 
and sell imported goods in direct competition with 
its own products.” 

The union said most shoe imports are in the low- 
end range, with only West Germany and Switzerland 
sending shoes valued at as much as $10 at the fac- 
tories. 


National Shoe Products Corp. Doubles 
Space by Moving Framingham Factory 


FRAMINGHAM, MASS.—The National Shoe 
Products Corporation has moved its headquarters 
from the factory building of the Baker Nail Com- 
pany here to larger quarters at 46 Park St., also in 
Framingham. 

The move gives the company 15,000 square feet of 
space, approximately double the space occupied be- 
fore the move. The firm’s mailing address remains 
unchanged. 


Wendell Bauckman Elected President 


Of 210 Associates at Boston Banquet 


BOSTON—Wendell R. Bauckman was elected pres- 
ident of the 210 Associates, Inc., at the organiza- 
tion’s 20th annual dinner meeting, December 9. More 
than 600 members, largest number in 210’s history, 
attended. 

Other newly named officers are Herbert Schiff, 
Gilbert Freeman, William F. Hickey, Raymond E. 
Ryan and Sidney Spiegel, vice-presidents; George 
Shapiro, treasurer; Mortimer Weiss, assistant trea- 
surer, and Milton Goldberg, secretary. 

Ten directors were elected to three-year terms: 
Henry Clayman, Urban Dacier, Joseph Bloom, David 
Borkum, Herman Haskell, Abraham Isenberg, Irwin 
Katz, Percy Burton, Ted Porosky and Bernard Sha- 
piro. Phil Shir was named to serve a two-year term, 
and Joseph Settino to serve a one-year term. Elected 
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Trustee for the Permanent Fund was Frank S&S. 
Shapiro. 

The retiring president, Albert D. Aronson, re- 
ported that during 1959 nearly $60,000 had been 
spent to help needy members of the shoe, leather 
and allied industries throughout the country. 

Featured speaker was Harry Golden, noted editor 
and author of the best sellers, Only in America and 
For 2¢ Plain. 

Mortimer Weiss was chairman of the committee in 
charge of the annual meeting. 


Melville, National Shoes Report Sales 
Gains for November, First 11 Months 


NEW YORK—The first two of the leading foot- 
wear chains to report November sales figures showed 
substantial gains. Melville Shoe Corporation said its 
sales for the month were 13.7 per cent ahead of the 
November ’58 total, and National Shoes, Inc., re- 
ported a 9.7 per cent increase. 

For the first 11 months of this year, Melville’s sales 
totaled $121.5 million, an increase of 11.7 per cent 
over sales of $108.7 million for the comparable pe- 
riod last year. National’s 11-month total reached $23 
million, a gain of 8.5 per cent over sales of $21.2 
million in the first 11 months of ’58. 


Endicott Johnson Names Louis Morris 
To Manage Advertising and Promotion 


ENDICOTT, N. Y.—Appointment of Louis G. Mor- 
ris as manager of advertising and promotion for 
Endicott Johnson Corporation has been announced 
by Raymond A. Mills, vice-president for sales and 
marketing. Mr. Morris has served in the company’s 
advertising department since 1950. 

Mr. Mills also announced appointments to four 
other key positions related to advertising and pro- 
motion: John K. Madden was named product plan- 
ning director; Jack Feeney, special services man- 
ager; W. Howard Hall, manager of sales forecasting 
and analysis; and Robert Dowd, marketing research 
manager. 


Derry Shoe Co., New Firm, to Make 


Men’s Footwear in New Hampshire 


DERRY, N. H.—A modern factory will be built 
here for the Derry Shoe Company, a new firm which 
will produce men’s footwear. Officials of the town 
and the New Hampshire Planning and Development 
Commission said the plant will be ready for occu- 
pancy sometime next fall. 

Although the principals in the new company were 
not named, they were described as experienced shoe 
manufacturers. 

The plant is expected to employ 100 workers at 
first, with a potential of several hundred later. The 
factory will be erected on a 12-acre tract and leased 
to the shoe company. 





Headlines 





Retailers Miss Teenage Market Potential, PPSSA Breakfast Told 


NEW YORK—Using a series of 
multiple-choice questions, researcher 
Eugene Gilbert, main speaker at the 
Industry-Fashion Breakfast of the 
23rd Popular Price Shoe Show of 
America, shocked an audience of 
700 with a statistical outline of the 
powerful teenage and young adult 
shoe market. 

Mr. Gilbert, president of Eugene 
Gilbert and Company and the Gil- 
bert Youth Organization, used the 
outline to drive home his point that 
the promotional efforts of shoe re- 
tailers among teenagers have fallen 
short of that market’s potential. 

The assembled breakfasters, shoe 
retailers and manufacturers, re- 
sponded with “ohs” and “ahs” as 
Mr. Gilbert read the correct answers 
to 10 multiple-choice questions listed 
under the title, “How Youth-Minded 
is the Shoe Industry?” Each shoe- 
man had previously made his own 
selections at his seat. 


Marital Statistics 


Mr. Gilbert’s questions and an- 
swers showed that women’s peak age 
for marriage in the United States 
is 18. The median age for marriage 
is 20.1. 

One third of the first children are 
born to mothers 20 and under. A 
total of 60 per cent—almost two 
thirds—of the first children are born 
to mothers 24 and under. 

As these facts indicate, the teen- 
age selling period is very short; it 
is encompassed between the ages of 
13 and 18. Far too little promotion 
is directed solely to persons of those 


ages, Mr. Gilbert said. 

He claimed that too many retail- 
ers promote “buckshot’’-style: they 
try to hit all age groups and conse- 
quently have little impact on any. 
He recommended putting away the 
“shotgun” for a “rifle.” 

A sure way to dampen teenage 
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EUGENE GILBERT 


buying enthusiasm is to put the teen 
department next to the children’s 
department, Mr. Gilbert said. He 
recommended a teenagers’ area with 
an atmosphere of its own. 

“Teenagers are intensely loyal 
customers; they like to identify 
themselves with a single store or a 
single department within a store,” 
he said. 

Mr. Gilbert’s multiple choice 
questions also disclosed the fact the 
total population of the U. S. will 
increase 25 per cent between 1950 
and 1965. The teenage population, 





United Last Division Will Close 


BOSTON—The United Last divi- 
sion of United Shoe Machinery Cor- 
poration is closing its Stewart and 
Potter branch in Brooklyn and mov- 
ing its styling and manufacturing 
activities to the T. W. Gardiner 
branch in Lawrence, Mass. 

E. G. Tremaine, Jr., general man- 
ager of the United Last Division. 
said this consolidation, to become 
effective on or about January 15, 
was anticipated when the Lawrence 
plant was designed, and space was 
planned. Both this plant as well 
as that of the Krentler Bros. branch 
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Stewart and Potter Branch 


in St. Louis, are being equipped 
with modern European last-making 
machinery. 

United Last plans to open a sepa- 
rate sales office in New York, Mr 
Tremaine said. 

More than half of the Stewart 
and Potter employees are being 
transferred to the Lawrence plant 
or retired under the company’s pen- 
sion plan. All others are being 
given 1960 vacation pay, and sev- 
eral will receive severance pay in 
recognition of their years of ser- 
vice. 


ages 13 to 18, will increase 70 per 
cent while the young adult popula- 
tion, ages 25 to 39, will decrease by 
six per cent between 1950 and 1965. 

The enormous increase in the teen- 
age group will reflect the “baby 
boom” of the post-World War II 
years and the early ’50s, while the 
surprising decrease in young adults 
—retailers’ chief customers—will be 
brought about by the advance in age 
of the depression babies. 

Today teenagers represent 10 per 
cent of the population and enjoy al- 
lowances and earnings reaching $9 
billion. Approximately one million 
teenagers are now married. 

Mr. Gilbert said surveys show 10 
per cent of the country’s 13-year- 
olds consider themselves “going 
steady.” He added, “If I told you 
the percentage of 16-year-olds our 
surveys indicate are going steady, 
you’d throw me out of here.” 


Spending Habits Cited 


This means that teenagers con- 
sider themselves older or more ma- 
ture than adults generally realize, 
Mr. Gilbert said. In many cases they 
spend more money on their appear- 
ance than do adults, he added, say- 
ing: “There are many, many adults 
who don’t have the money to spend 
at their whim that teenagers do.” 

To expand their teenage market 
Mr. Gilbert suggested that retailers 
employ teenage leaders to model 
their shoes at school. This may also 
be accomplished by setting up a 
panel of teenage leaders to “advise” 
on shoe styling. He added that the 
chief influence on the adolescent is 
his fellows. 

Flats are too often emphasized to 
the detriment of dress-up shoes for 
young girls, Mr. Gilbert said. Prop- 
erly styled high heels may be profit- 
ably promoted by gift certificates 
hinged to the purchase of the first 
pair of nylons. One hosiery manu- 
facturer successfully used this pro- 
motion, he said. 

Mr. Gilbert saw an opportunity 
for shoemen in the teenage habit of 
kicking off shoes at parties. 

“How about developing a special 
kind of footwear to be put on when 
outdoor shoes are kicked off?” he 
suggested. 
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1958 Retail Shoe Sales 
Up 23 Pet. from °54 


NEW YORK—Total sales of re- 
tail shoe stores and leased depart- 
ments in 1958 were 23 per cent 
greater than the corresponding total 
for 1954, the National Shoe Manu- 
facturers Association estimates. In 
the same period the number of shoe 
outlets increased by 10 per cent. 

NSMA said the sales figure 
reached $2,326,000,000 in 1958 com- 
pared with $1,895,252,000 in 1954. 
Meanwhile the number of stores and 
departments rose from 23,847 to 
26,330. 

Thus, on a per-store basis the fig- 
ures show improvement, Iver M. Ol- 
son, NSMA’s director of research 
and statistics, noted. 

The association used preliminary 
Census Bureau figures for 1958 in 
making its estimates. But it cau- 
tioned its members against compar- 
ing published Census figures for 
1958 with 1954 data. The Bureau’s 
1958 statistics are for shoe stores 
only; in 1954 both shoe stores and 
leased departments were included. 
NSMA had to make an adjustment 
for purposes of comparison. 

Regionally the Mountain States 
experienced the greatest percentage 
increase in sales—from $48 million 
to $68 million, or about 42 per cent. 
The smallest growth (2 per cent) 
appeared to be in New England. 

The biggest increase in number 
of stores occurred in the Middle At- 
lantic States: from 6200 to 6800 
units. The East North Central 
States (Ill., Ind., Mich., Ohio and 
Wis.) added about 500 stores, and 
the South Atlantic and Pacific areas, 
about 400 stores each during the 
four years. 


200 at Jarman Testimonial 


NEW YORK—More than 200 
shoe and leather men attended a tes- 
timonial luncheon here in honor of 
W. Maxey Jarman, chairman of Ge- 
nesco, Inc. The luncheon was held 
in behalf of the Joint Defense Ap- 
peal of the American Jewish Com- 
mittee and the Anti-Defamation 
League of B’nai B’rith. The gather- 
ing was the high point of the Shoe 
and Allied Trades Division fund 
campaign. 
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PPSSA Style Report: 


Opportunity Seen in Spring Variety 


PPSSA’s fashion staff reported 
on shoes and ready-to-wear for 
the coming season. They saw sales 
potential in diversity—for exam- 
ple, in the range of toe shapes. 


NEW YORK—The wide variety of 
skirt types in apparel and the broad 
range of toe shapes in shoes for 
spring exemplify a diversity which 
can either create confusion or offer 
opportunity for more sales. The in- 
dustry was so informed at the Popu- 
lar Price Shoe Show breakfast in 
the Hotel New Yorker. 


Helen Joseph and Doris Weston of 
the PPSSA fashion staff reported on 
men’s, women’s and children’s spring 
shoe and ready-to-wear styles. 
Their announced topic was “Diver- 
sity — Confusion or Opportunity?” 
and they sought to reveal the path- 
ways to sales opportunity. 

Mrs. Joseph made a strong point 
of the sales potential in the great 
diversity of footwear styles for the 
new season. She said there are shoes 
for specific-occasion clothes and for 
the building of a footwear ward- 
robe. 


Confusion does not extend to the 
spring color picture, Miss Weston 
noted. She said the situation there 
can again be turned to good account 
because spring colors are “soft and 
appealing.” 

In apparel these color highlights 
were cited: new chamois tones; gray 
for early selling; peach, gray-green 
tones and lilac for high-fashion pro- 
motion; volume pastels in traditional 
pink and blue; and white, earlier 
and stronger than ever. 


Warns Against Conservatism 


Mrs. Joseph warned shoe buyers 
against being too conservative color- 
wise and depending entirely on 
black, white, bone and some blue 
and red. She cautioned especially 
against buying too much bone. She 
suggested gray-greens, deep beige, 
light brown and chamois tones as 
additional colors to spring staples. 

For later she suggested pink and 
blue plus spot promotions of lilac 


and peach. And she predicted a 
big, big season for white. 

A visual feature of the breakfast 
meeting was a group of six panels 
of promotion and coordination ideas 
in women’s shoe styles and one each 
for men’s and children’s. The wo- 
men’s styles showed: 

© A new spring suit with shoes on 
a slim square toe and a tailored oval 
toe pattern. (The pointed toe, Mrs. 
Joseph noted, is still very important 
for spring. 

© A classic print dress with two 
fashion wedges, designed to appeal 
to more fashion-conscious women, 
with slimmer lasts, new heels, fash- 
ion-right materials and colors. 

© A Chanel-type suit with pleated 
skirt, shown with two styled spec- 
tators, both on stacked leather heels. 


“The Barefoot Look” 


© A tight - waisted, full - skirted 
gingham dress in pink and white 
checks, with the barefoot look in- 
terpreted in a flat thong in white 
with gold kid lining and a very high- 
heeled pink halter sandal. The en- 
tire costume was designed to appeal 
to teenagers. 

© A 1930-style at-home pajama 
costume with wide-legged culotte 
look accompanied by sketches of a 
chartreuse mule and a bright orange 
opened-up flat. 

© A soft draped cocktail dress, 
with kimono sleeves, shown with 
dressmaker sandals. 

Gold kid was recommended for 
volume promotion for both high-heel 
cocktail shoes and casual and play 
flats. 

For children the panel featured a 
barefoot sandal in bright coral and 
an open-shank, side-tie skimmer in 
yellow. Soft slipons, more highly 
styled for dress wear and in regular 
styling for casual wear, were shown 
for men in olive green and yellow. 

The “Cool Bright Shoe” for chil- 
dren and “Slim Slipons” for men 
are the promotion themes sponsored 
by the National Shoe Institute. “The 
Opened-Up Shoe” is the theme for 
women, 
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Optimism Keynotes Denver Market 


Mild weather and a new attrac- 
tion—a Fashion Clinic—helped 
draw 600 retailers to the Moun- 
tain States show. The market was 
rated one of the biggest ever 
held by the local travelers. 


By VIVIAN ANDERSON 


DENVER—More than 600 enthu- 
siastic (and buying) retailers came 
from the Mountain and Plains 
States to attend the Denver Spring 
Shoe Show sponsored by the Moun- 


Most retailers wait until the Men’s 
Apparel Club Show in January to 
view the boots and buy for the com- 
ing seasons. 

Price resistance was not men- 
tioned here. Many exhibitors re- 
ported the opening of new accounts. 

With more fashion lines showing, 
traffic was heavy through these 
rooms. Heavy buying was noted par- 
ticularly in the casual field. Big 
topic was the return of the wedge 
heels, Spring-o-lators and more 
opened-up types of shoes. While or- 


"Shoe Retailer of the Year" in the Mountain States, James Preston Asher, Jr. 
{second from right), receives second annual award from 1958 winner, Stewart 
Patrick {second from left) of McCook, Neb. Looking on are Keith Johnson (left), 
outgoing president of Mountain States Shoe Travelers, and D. D. (Tex) Lindley, 
new president. Mr. Asher owns and operates A & H Bootery, Durango, Colo., is 
co-owner of another A & H Bootery in Monte Vista, Colo. He has been in the 
business since 1938. Award is for progressive and outstanding performance. 


tain States Shoe Travelers at the 
Albany Hotel in late November. 

The success of the show, one of 
the biggest in the association’s his- 
tory, was induced by sunny weather 
and temperatures in the 50’s and 60’s 
throughout the three-day session, 
and also by an added attraction: A 
Fashion Clinic was held three and 
four times daily during the show 
under the direction of BooT AND 
SHOE RECORDER’S Mountain States 
correspondent. 

Retailers expressed optimism over 
spring business prospects. Among 
the 215 lines shown, the least activ- 
ity was noted in the boot line rooms. 
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cers were placed most heavily for 
black patent and navy for early 
spring, some lines reported heavy 
orders in the bone to brown families. 

Buying was brisk, too, in white 
and combinations of white with 
black patent, navy and brown. Many 
orders showed favoritism for the 
new lightened and whitened pale 
tones, for lustres and _ crushed 
leathers. 

Several lines reported big re- 
sponse to the shoes they showed in 
crushed gold—from closed pumps 
with tapered toes and very thin 
heels to flats with ovaled toes. Gold 
and vinyl sandals were selling well. 


While thin traditional heels from 
24/8’s down to 18/8’s were most 
prevalent in orders, there was some 
buying of the stacked heels from 
19/8’s down to 8/8’s on tailored and 
walking shoes, and a new metal heel 
(Novo heel) which appeared in sev- 
eral dressy numbers in one fashion 
line. In this $19.95 retail category 
of slings, open sandals and Spring- 
o-lators, this heel features a thin 
steel band arched into the shank of 
the shoe and curving back for regu- 
lar position with the top piece. Sev- 
eral retailers said they bought pre- 
ponderantly in double and single 
pointed toes, because their custom- 
ers are now demanding these. 

Open airy casuals gained a big 
acceptance in all lines. Cobbler tan 
or camel in suede and smooth leath- 
ers, bone pig and green, gray, red 
and black suede appeared strong. 
There was big interest in boot types 
with three laces in camel, red and 
black and some interest in two-tones, 
such as black and white, cobbler tan 
and bone, and bone and black. 


Heavy Buying in Moccasins 

Loafers in all colors were reported 
returning strongly, including the 
classics, selling 50-50 in black and 
brown. Retailers bought heavily, too, 
in moccasins for the sports and tour- 
ist seasons ahead. Heaviest buying 
was in lines to retail around $8.95 
and $9.95, though orders were placed 
for casuals from $4 up to $14.95 
retail. 

“The West has finally come to 
lightweight shoes,” said one men’s 
shoe buyer. He was expressing the 
opinion of many retailers. Men’s 
lines appeared most heavily-traf- 
ficked. Colorado retailers did not 
buy too many summer shoes, as 
such. But summer shoe orders are 
reported three times as heavy this 
year from retailers in New Mexico, 
Arizona and Oklahoma. 

A “knockout” item in one line of 
men’s casuals was a “wash ’n’ wear” 
nylon suede made to retail for $8.95. 
A buck leather casual with cement 
bottom opened new accounts for an- 
other line. Loden green outsold cin- 
namon and orders were _ placed 
equally for slipons and two-eyelets. 

Another manufacturer stated that 
he did not have enough production 
to fill the orders for deerskin casuals 
retailing at $11.95 to $14.95. And 
buying was almost as heavy in a 
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similar casual of full calfskin-lined 
glove leather. A marginal item was 
a light loden green shag three-eyelet 
with leather lining and leather soles. 

In the “true summer shoes,” ny- 
lon meshes and perforations were in 
demand, with a growing acceptance 
of black and white in combination. 
In men’s dress shoes the dark in- 
fluence still prevails, though lighter 
tones were promoted. Brown out- 
sold black 3 to 2. More smooth leath- 
ers in lighter weights prevailed in 
orders for dressy men’s shoes. 
Several lines reported big business in 
lighter work shoes and work boots. 

In western boots, panel styles were 
being bought in greater numbers, 
though stitched tops continue most 
popular. Stovepipes are gaining. In 
colors, brown is coming back into the 
boot picture, and palomino combined 
with black created big interest at the 
show. Black with red, black with 
white, and black with blue continued 
to sell well. “Dogging” and walking 
heels again outsold all others. 

Black nylon velvet predominated in 
children’s shoe orders, even in arch- 
featured numbers. In oxfords, black 
and white and black and red sold 
best. Blue and white appears 
“gone.” Coffee bean and black sold 
equally well in boys’ shoes. Out- 
standing were four-eyelet double- 
swirled oxfords. Light crushed 
leathers and a red and black nylon 
combination were featured by a new 
children’s casual line that received 
big acceptance. Made with ribbed- 
type soles, these shoes are intended 
to retail at $6.95 and $7.95. 

White is expected to be bigger 
than ever in children’s shoes in the 
Mountain States area. 


Earlier Dates Scheduled 
For Denver Fall Showing 

DENVER—The Fall Shoe Show 
of the Mountain States Shoe Travel- 
ers Association was set for April 
24-27 at the Albany Hotel here. The 
dates are further evidence of a trend 
toward earlier regional shows. This 
year the corresponding show was 
held early in May. In 1958, it 
opened June 1. 

D. D. (Tex) Lindley of Town & 
Country Shoes was unanimously 
elected president of the association, 
succeeding Keith Johnson of Red 
Wing Shoe Company. Other officers 
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Genesco Completes ‘Best Year’ 


NASHVILLE, TENN. — Genesco, 
Inc., experienced the most success- 
ful year in its history in the period 
ended October 31, the company’s 
annual report has confirmed. Sales 
rose 27 per cent above the previous 
year. Total net earnings were up 
62 per cent; earnings per share, up 
41 per cent. 

“Measured in every way, these 
figures tell the story of the great- 
est year that our company has ever 
had,” said W. Maxey Jarman, chair- 
man, and Ben H. Willingham, pres- 
ident of the company. “It has been 
a good step forward in our growth 
program.” 

Genesco, which changed its name 
from General Shoe Corporation last 
March, reported net sales of $276,- 
422,417 for fiscal 1959 compared 
with $218,118,015 in 1958. Net 
earnings amounted to $8,642,891, 
or $2.66 per share, compared with 
$5,323,228, or $1.89 a share. 

In the recently concluded year, 
the company increased its roster 
of operating subsidiaries to 61 by 
acquiring the Formfit Company, 
maker of women’s foundation gar- 
ments. Now Genesco’s domestic 
manufacturing operations total 47 
plants in 14 states. It has affilia- 
tions in 17 foreign countries. 

Highlight of the company’s re- 
search program in 1959, the report 
said, was the introduction of Ever- 
shine leather. This development is 
said to insure a “built-in” shine. 
It has had a “successful reception,” 
the company said. 

Other highlights of the report as 
stated by Mr. Jarman and Mr. Wil- 
lingham: 

® Retail Operations: “The com- 
pany engaged in vigorous expansion 
of its retail units during the past 


year, including units in shopping 
centers and roadside operations, as 
well as important downtown sec- 
tions. Another new development is 
the establishment of a general mer- 
chandise low markup operation on 
an experimental basis. This has 
proved successful and seems to 
have good future possibilities.” 

® Shoe Construction: “We have 
made real progress in new types of 
footwear construction with several 
varieties of vulcanized shoes, de- 
velopment of a vinyl injection 
molded process for work shoes and 
children’s shoes, and an extruded 
plastic construction on low-cost 
shoes.” 

® Imports: “The number of shoes 
being imported into this country 
has been increasing rapidly every 
year, and our company is engaged 
in a sizeable way in the import 
business. ... It is our feeling that 
the industry deserves more ade- 
quate tariff protection, but in the 
absence of that we fell it necessary 
to be active in the import field to 
protect our interests.” 

* oe a 

IN a unique move, Genesco pub- 
lished its annual report as a four- 
page advertisement in “The Wall 
Street Journal.” The report was 
mailed in reprint form to the al- 
most 11,000 stockholders’ within 
three days after the accountants 
completed their work sheets. 

The company said it sought to 
present its report at a “spot news 
pace,” in sharp contrast to the cur- 
rent emphasis on the beautiful and 
the lavish in these reports. The 
Genesco report contains no pic- 
tures, no use of color, no frills at 
all. The format is that of a news- 


paper. 





and directors elected at the annual 
meeting of the association are: Don 
Robinson, Joyce, Inc., first vice- 
president; Dan Kole, Guild Moc- 
casin Corporation, second vice-presi- 
dent; Ralph George, representing 
Kemp Shoe Company, Chippewa Shoe 
Company, Blum Slipper Company 
and Converse Rubber Company, sec- 
retary-treasurer; R. E. Schuster, 
representing the same firms as Mr. 


George, executive secretary, and Mr. 
Johnson, chairman of the board. 
Directors are Jack Bahlman, Harold 
Keuhs, Sam Stone, Harry Bind- 
beutel, Leonard Fritz, Howard Sip- 
ple, Bill Mildren and Frank Phillips. 
Vivian Anderson, BOOT AND SHOE 
RECORDER correspondent, was unani- 
mously named as an honorary direc- 
tor of the association and fashion 
coordinator for the coming shows. 
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Popular Price Show: Buying Trends 


(CONTINUED FROM PAGE 18) 
qued, with buckles and even bows. 
Highly popular with Negro and 
Puerto Rican trade, this style is now 
being worn by others as well. 

Nylon straw is moving ahead in a 
three-eyelet blucher summer type 
with leather sole and wrap-around 
brown calf effect at the vamp, quar- 
ter and topline. The apron, tongue 
and the middle of the quarter are in 
nylon straw. 

By RICHARD C. EDSTROM 


Children’s Shoes: Adult Style 


Features See Increasing Use 


MOST noteworthy in _ popular 
priced children’s shoes is the grow- 
ing use of adult and teenage styling 
features and lasts. 

Promoted to encourage children to 
dress “just like Daddy” or “just like 
Mommy,” and to expand fashion to 
children’s lines, these stylized types 
have met with considerable accep- 
tance at the retail level. 

Within the trade, fashion styles 
are generally welcomed as a means 


of introducing more excitement, ver- 
satility and color into children’s shoe 
selling. 

But there is also disquietude that 
some adult styles adapted for chil- 
dren’s feet do not furnish enough 
room for normal foot growth. A 
number of shoemen are privately 
concerned that too much fashion in 
children’s lines will expose the shoe 
industry to public ire. However, by 
no means do the majority of fashion 
types constrict foot movement or 
growth. 

At the show a highly stylized and 
popular boys’ shoe was a brushed 
leather “buckskin” with folded edge 
lace stay, highly accentuated moc 
front, bellows tongue and black dress 
custom crepe sole. A far cry from 
the conventional buck styling, this 
shoe illustrates a trend toward high- 
impact individuated styling. 

The Continental influence is seen 
in a number of areas in boys’ shoes. 
A black loafer exhibited a grained 
plug which tapered up to a high 
squared-off tongue. This shoe also 
had exposed side goring in keeping 


with the trend in men’s slipons. 

Made wholly on the Continental 
last is a three-eyelet black blucher 
with twin swirl embossed diamond 
vamp. 

Perhaps most newsworthy in pop- 
ular priced boys’ shoes was the in- 
troduction of a new last: the missile 
toe, a long tapered last with “nose 
cone” front. 

In little girls’ shoes, black is No. 1 
in patent leather and also in nylon 
velvet. The latter is continuing into 
spring, especially in sports oxfords 
and saddles. Gray is also important 
in nylon velvet and some manufac- 
turers are still showing it in red. 

In some children’s lines the tan 
and brown shades, even in sports 
types, have been largely replaced by 
black. Bone, however, is not impor- 
tant for little girls. But white will 
be extremely important for summer. 

In patterns, swivel straps con- 
tinue. In black patent for early dress 
shoes and later in white calf, they 
are prettily trimmed with dainty 
rhinestone and pearl-adorned little 
throat ornaments. 

The continuation of the same 
styles, including treatments and 
trimmings, from the very little girls’ 
through the teens’ and into the 
women’s sizes, is a noteworthy trend. 





Hammond to Manage New Genesco Division 


NASHVILLE, TENN. — Lyle 
Hammond, division manager of Ge- 


nesco’s Dominion division in New 
York for eight years, has been made 
executive vice-president and general 
manager of Sentry Shoe Company, 
a newly organized division. The ap- 
pointment was one of 
five at the divisional 
level announced si- 
multaneously by Ge- 
nesco. 

The Sentry divi- 
sion ‘will give spe- 
cialized service to vol- 
ume customers,” a 
Genesco spokesman 
said. Mr. Hammond’s 
headquarters will re- 
main in New York’s 
Webb & Knapp Building. 

Mr. Hammond, who joined the 
company in 1939, served as assistant 
export manager, assistant director 
of men’s shoe styling, and later head 
of the latter department, before 
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LYLE HAMMOND 


becoming Dominion’s manager. 

Genesco also announced these ap- 
pointments: 

William Earthman, formerly ac- 
count executive of Dominion Shoe 
Company, becomes division man- 
ager of Acrobat Shoe Company. He 


WILLIAM EARTHMAN 


will concentrate on developing ju- 
venile shoe volume under the Acro- 
bat level. Mr. Earthman has been 
with Genesco (formerly General 
Shoe Company) 12 years, almost 
exclusively in the various distribu- 


JOHN EZZELL 


tion divisions. Most recently he was 
account executive for the Domin- 
ion division. 

George Hill, who has been divi- 
sion manager of the Acrobat divi- 
sion, becomes sales promotion man- 
ager of Acrobat and Glendale Shoe 
Companies. The company said he 
has had wide experience in promo- 
tion of Acrobat, Cover Girl and 
Fortunet shoes. He will serve un- 
der Howard Baldridge, distribution 
vice-president. 

William Fite becomes manager 
of the Cedar Crest division, whole- 
sale distributor of boys’ dress 
shoes, work shoes and boots as well 
as safety shoes. An 1l-year veteran 
of the company, he has been product 
manager of Jarman Shoe Company, 
men’s division. 

John Ezzell, formerly division 
manager of Cedar Crest, becomes 
head of management development 
work for the industrial relations 
department of Genesco. His job will 
entail personnel placement and de- 
velopment at the management level. 
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...for tuff jobs! 
No. 1080... for men 


Acme “Bootmaker” quality . . . now in the 

most popular price field! A full 11-inch, 

lighter-weight, more comfortable work-a-day 

Engineer boot. Supple, Oil Retan black work Elk, 
foot and top. Special patterned soles 
and heels to resist skidding. Good- 
year Welt. ‘‘D'' and ‘‘EE’’ widths. 
Sizes 6¥2 thru 12, and 13. 


cost to rou: $7.70 


* 


| .. for ruff play! 


No. 9100 . . . for boys 


————, Soft, pliable, chrome tanned 
Elk. Built-in comfort and 


ruggedness. Goodyear Welt. 
Skid-resistant long-wearing 
heels and soles. Black Elk, 
foot and top .. . ‘‘B’’ and 
“D" widths. 
COST TO YOU: 


8% thru 3— $4.70 
3% thru 6— $5.90 


when 


Long wear and soft comfort... at popular prices! 


No. 9250... . for boys 


Perfect fitting last. Roomy, 
comfortable. Popular 

big, broad toe and log- 
ger heel. Water and 

acid resistant Oil Retan 
foot and top. Long- 

wearing, flexible, mould- 
ed heels and soles. 

Goodyear Welt. 

COST TO YOU: 


Sizes 8’ thru 3— $5.30 
Sizes 3% thru 6— $6.50 


you sell boote...it pays to coll Aeme ! 


a ACME BOOT COMPANY, INC., CLARKSVILLE, TENNESSEE—WORLD'S LARGEST BOOTMAKERS. 
wi git ALSO MAKERS OF COWBOY BOOTS—WELLINGTONS—OUT-OF-DOORS BOOTS AND PARADE MAJORETTES 
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STRATFORD 


...Walley’s new dressy dressmaker 


pump fits to flawless perfection 
...the vamp elegantly draped... 
toe definitely pointed . . . done in fine 
baby calf tanned by 


HUBSCHMAN 


#3308 Bone... available in all 
Hubschman fashion colours... 
custom created by Valley Shoe Corporation, 
St. Louis 18, Missouri 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23. . . Fashion Office: 261 Fifth Avenue, New York 16 
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@ Eisenhower Administration will reeommend to Congress in 
January several important cuts in government spending. 


@ The decline in farm prices is now about over 
and as a result the Government Consumer 
Price Index is expected to begin to climb. 


@ The Republican National Committee is recom- 
mending a national sales tax as last large un- 
tapped souree of revenue. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Some meaningful cuts in government spending will be proposed by the 
Eisenhower Administration in January. 

The White House is making it clear that President Eisenhower is deeply 
disturbed by the continued surging forward of government costs. 

Mr. Eisenhower takes the position that the nation must husband its fiscal 
resources just as carefully as it manages its national defense efforts. 

To tolerate financial weakness would be folly equivalent to calling a halt 
to defense procurement, he believes. 

The spending cuts Mr. Eisenhower will recommend to the Congress early 
next year will include trimming the defense budget by about half a billion 
dollars (down from the current rate of $41 billion), and striking out about 
three-quarters of a billion dollars in foreign aid money. 


Indexes of prices are headed for a climb. Here’s why: Rising industrial 
prices have been more than offset by declining farm prices, thereby softening 
overall index figures. But experts say the drop in farm prices is near its end. 
As a result, the delayed-action upward movement now goes into effect. And 
higher prices noted by the government’s Consumer Price Index mean higher 
wages in steel, autos, and other areas. 


There’s fresh talk of a national sales tax. A Republican National Com- 
mittee task force is recommending such a tax. The proposal is in line with 
sales tax plans previously urged by Vice President Nixon and Secretary of 
Commerce Mueller. 

The reasoning of the sales tax advocates is this: 

The U. S. must begin to face up to the fact that the cold war with the 
U.S.S.R. will go on indefinitely. It will become more expensive as weapons 
become more complicated. Taxes on income—both corporation income and 
personal income—have reached the point of diminishing returns. A national 
sales tax is the last great untapped source of revenue. What’s more, the 
existing pattern of federal excises is not equitable. Some products and services 
are heavily taxed (liquor, tobacco, telephones), while others bear no tax. 
Equalizing the rate at two or three per cent would spread the burden evenly 
among all tax payers. 

The American Retail Federation has declared its determination to kill 
all federal excises next year. This is an ambitious project, of course. ARF 
officials say privately they'll be doing well to get some of the rates (particularly 
those on luggage, jewelry, and other consumer items) cut in half. Many of 
these excises were applied in World War II for the primary purpose of 
discouraging consumer sales. Raising revenue was a secondary consideration. 

The tax-writing House Ways and Means Committee will hold public 
hearings, beginning in November, on a long list of proposals to bring equality 
to the internal revenue laws. Tax reduction is not among the topics slated 
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@ Retail shoe sales have made good gains in the 
past five years but the number of shoe stores 
is up only slightly. 


KR ep ort from ®@ The National Labor Relations Board will need 


W ASHINGTON tt 2 ste enn — be able to enforee the 





for this airing. But popular demand for tax cuts could quickly result in 
favorable consideration of the problem. Next year is an election year, and 
House members, particularly, are becoming solicitous of the public’s wishes. 


Retail sales of footwear have gained impressively in the past five years. 
So have shoe store pavroils. But the total number of shoe stores in the U. S. 
is up only slightly in the same period. 

These are significant points soon to be revealed in the 1958 census 
of business, which is now being completed by the Census Bureau. The final 
results of the 1958 census of business will be published soon. 

Here are some important highlights in the new census of business. Columns 
headed 1958 and 1954 indicate data obtained from censuses of business taken 
in those years: 


1958 1954 
Total Number of Retail 
Shoe Establishments 23,962 23,847 


Total Retail Shoe Establishments 
With Payrolls 19,836 19,723 


(Note: In the 1954 census, the total included leased departments as “‘establish- 
ments.” In the 1958 census, leased departments are not included.) 


Total Retail Sales, All 
Retail Shoe Establishments $2,114,860,000 $1,895,252,000 


Total Retail Sales 
Retail Shoe Establishments 
With Payrolls $2,028,636,000 $1,817,564,000 


(Note: The 1958 sales totals are preliminary figures. Census Bureau suggest 
the final totals will be about three per cent higher.) 


Total Annual Payrolls, 
Retail Shoe Establishments $283,022,000 $243,597,000 


Total Employes, 
Retail Shoe Establishments 96,540 86,660 


Total Full-Time Employes, 
Retail Shoe Establishments 70,684 60,927 


Total Active Proprietors, 
Unincorporated, Retail Shoe Sales 15,865 15,183 


Congress is going to have to put up some cash next year if the new labor 
reform bill is going to work. 

One of the agencies expected to be hardest hit by the new work load 
imposed by the labor clean-up measure is the National Labor Relations Board. 
It will take a crash program to keep up with the new duties of the Board 
imposed by the law, according to Board Member Philip Ray Rodgers. 

Unless the NLRB gets the money to drastically speed-up its handling of 
labor-management disputes, Mr. Rodgers says, the new law won’t be effective 

(CONTINUED ON PAGE 63) 
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WORK AND 
DRESS GAITERS 


Top quality for 
top service and 
stormy -weather 
protection. 





STYLE FOOTWEAR 


Fashion and comfort team up 
in styles that smile at storms. 


ATHLETIC FOOTWEAR CASUALS 


4 COOLETTES 
The brand in most demand for Cool, washable styles for every ¢ Women’s and misses’. Cool, light, 
indoor sports, outdoor sports, : man in the family. ®  color-bright playshoes. 
and general use. 


CONVERSE RUBBER COMPANY 


MALDEN 48, MASSACHUSETTS 
Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. « 100 Freeway Bivd., So. San Francisco « 241 Church St., New York 13, N. Y. 
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Ordinary lasts are tape-measured in but 
4 places when created by the last maker. 
Unfortunately tape measures are not per- 
fectly accurate...a small error can be 
magnified many times in foot discomfort. 


on 


~w 


Guide-Step lasts are Contourgraphed in 19 places... are accurate to 1/100th of an inch! 


The Contourgraph translates years of research into actual Guide-Step lasts...lasts that 
are designed to fit the foot /n action. 


Guide-Step means COMFORT... 


Endicott Johnson was first with Guide-Step! 


Of all the shoemaking principles, de- 
vices and techniques designed to pro- 
mote foot comfort, none has been more 
thoroughly proved through research 
and wear than Guide-Step. 

More than 30 years of research and 
testing went into its design . . . 300,000 
individual foot measurements were 
made to determine the contour of its 
lasts. 


The wonderful comfort of the Guide- 


Step principle can now be found in 
Johnsonian Guide-Step shoes for men 
. first line of shoes to take advantage 
of this revolutionary design. And not 
one bit of style has been sacrificed to 
give these shoes this added comfort. 


If you are not now stocking John- 
sonian Guide-Steps, write today for a 
call by one of our salesmen who will 
show you the complete line . . . priced 
to retail profitably at $10.95 to $14.95 


JOmnsonlan 
GUIDE-STEP 


Endicott Johnson Corporation 
Endicott 1, N.Y. 


ENDICOTT A) JOHNSON ...THE FAMOUS FAMILY NAME IN SHOES 
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by JOHN REILLY 


Editorial 





Feature Shoe Fitting 


HE section in this issue on feature and orthopedic 

footwear is probably the most complete and com- 

prehensive presentation of the subject which has 
ever been made. Careful reading of it, we are sure, will 
help to bring into true perspective the scope, opportunities 
and profitability of this important segment of shoe re- 
tailing. 

The emphasis which is currently being placed on high 
fashion in shoes, on the one hand, and self-service shoe 
retailing on the other, has tended to obscure the fact that 
a large and growing number of merchants are running 
sound businesses and building futures selling this special- 
ized footwear. 

Some of them sell attractively styled basic shoes side 
by side with fashion lines in family shoe stores. Others 
specialize in fitting basic types of shoes designed expressly 
to bring comfort to the millions who seek it first in the 
shoes they buy. Still another and very rapidly growing 
group in retailing, particularly in the juvenile field, are 
known as “ethical or prescription fitters.” They fit ab- 
normal feet with shoes that are designed to correct foot 
conditions or difficulties. They fit only on prescription 
written by a doctor. Many of them specialize in this type 
of work. Others have profitable prescription departments 
operating as parts of their juvenile shoe businesses. 

This type of business requires a thorough knowledge 
of shoes, shoemaking, foot measuring and shoe fitting 
practices. The qualified retailer must have a sufficient 
knowledge of the human leg and foot and their structure 
to permit him to interpret the physician’s prescription 
or instructions. He must know how to supervise the in- 
stalling of interior and exterior modifications and be able 
to verify the accuracy of such alterations. 

Despite the fast pace of fashion and a deemphasis on 
service selling in shoes, the ranks of the feature shoe 
retailer and ethical prescription fitter are growing steadily. 
There are several practical and economic reasons to 
believe that this important part of shoe business will con- 
tinue to flourish. 

As our birth rate continues to rise, the population of 
children with some form of foot deficiency must continue 
to rise. Better child care, with pediatricians and other 
doctors examining more children at more frequent inter- 
vals, is uncovering foot difficulties which a generation ago 
would have gone unnoticed and unattended. 
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Advancements in geriatrics, the science of controlling 
the processes of aging, and increased use of antibiotics 
are lengthening the life span. Old folks are more numer- 
ous and more active and remain good customers for fea- 
ture and special footwear for a longer time. The higher 
incomes of young married families and social security 
payments to more older people are providing both with 
the wherewithall to pay for the additional shoe purchases 
they are making. 

Many retailers with the requisite fitting skills have 
hesitated to undertake prescription fitting because they 
do not realize that the basic types of shoes necessary for 
this work are readily available. Actually the job can be 
done most efficiently from a reasonable in store inven- 
tory backed by manufacturers’ in-stock. Practically every 
basic type and style necessary for prescription work is 
available from these in-stock departments. 

Retailers in small towns will find a profitable, if limited 
business, in prescription fitting. Local physicians have 
referral businesses which can be kept at home. Modern 
orthopedic in-stock services, and rapid transportation, 
make it no longer necessary for the customer, even im 
difficult cases, to travel great distances to metropolitan 
centers. 

There is real value and prestige for the retailer in the 
confidence a doctor shows in his integrity, fitting skill 
and ability to fill a prescription and to supervise altera- 
tions. 

Most prescriptions are written for young children. 
Parents who have observed successful correction work on 
their youngsters usually are most appreciative and become 
friends and loyal customers. In his work with extreme 
cases, the ethical fitter performs a truly humanitarian 
service, too, making it possible for millions to perform 
successful functions who would otherwise be immobilized. 

For millions of others with minor foot ailments the 
prescription and feature shoe fitters bring the foot com- 
fort without which no one can work at peak efficiency. 

The retailer who has the qualifications, or who will 
take the time and trouble to acquire them, will find the 
immediate return which the ethical shoe business brings 
very worthwhile. The satisfactions derived from serving 
the community and the long-term growth which that 
service produces are of inestimable value. 





ANOTHER 
WINNER 


TAKES OFF 
ON AIRFOOT 


Setting a smart pace—the urbane “Urbino” by Bates. A stunningly 
styled slip-on with famous Prest-O-Flex construction — crafted in 
superb Amano leather on the distinguished Bernini last. A standout for 
handsome looks, And a triumph of comfort because it’s ingeniously 
cushioned with AirFoot by Goodyear—for “barefoot-buoyant” ease. 


You'd never know it’s cushioned till the foot finds out! There’s no 
bulk to tell. For Goodyear’s exclusive AiRFOOT— so trim, so compact 
~— allows a thinner sole application. AirFOOT is flexible and feather- 
light — yet its density stands up better — permits “breathing” without 
weak spots. And its pliant support lasts the life of the shoe. Years of 
use have proved that Airroot by Goodyear has never let anyone 
down! AirFoot— sure sign of fine “shoemanship.” 


ONLY AIRFOOT HAS THIS FLEXIBILITY} 
Makes shoes free and easy as slippers; 
gives a luxurious feeling with every step. 


spc 


MADE ONLY BY 


GOODFYEAR 


World's First, Foremost ond Finest foam Rubber Cushioning 
Designed Specifically for Footwear 


NOTE TO SHOE MANUFACTURERS: For samples and application information, 
contact Goodyeor, Foam Products Division, Akron 16, Ohio. 


Aitloot —T.M. The Goodyear Tire & Rubber Compony, Akron, Ohio 





© 6 GH, THOSE DEBUTEENS ! 


The hottest new styles to hit the teen-age market — 


the fastest-growing, most profitable market in the 
shoe business today! 


DEBUTEENS ARE CREATIVELY DESIGNED BY YANKEE SHOEMAKERS 
A division of the Sam Smith Shoe Corporation, Newmarket, N. H. 
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THE \ 

BEST 

LEATHER SOLE 
MONEY 
CAN BUY 


—— 


Americans are 
extremely sensitive to prices today... 
prices of beans, cars and shoes. 
Today’s economy has raised the price 
on all such products 
where quality has not been reduced. 
Because quality has been held in 
Heydays...both in materials and construction 
...is the reason why the above 
stamp can be used on every shoe we manufacture. 
To have a quality store 
you must have quality merchandise. 
Stocked three ways... 


White Brogandi + Neuter Brogandi 
Maple and Neuter Brogandi 


HEYDAYS SHOES INC. + 2032 LOCUST STREET + SAINT LOUIS 3, MISSOURI 
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Voice of the Trade 


“The several price hikes we retailers 
faced some months ago have actually 
taught us a lot about ‘heads-up’ mter- 
chandising,” says MEADE McCAIN, 
president of Swope’s in St. Louis. “We 
have all put on our thinking caps, and 
we will have to keep them on from 
here on out. Complacency ordinarily 
goes along with good times. But not 
so in the shoe business now. Times 
are good, but we retailers are finding 
that times are not complacent.” 


JAMES B. STUART, general mer- 
chandise manager for G. R. Kinney 
Corporation, says: 

“If the shoe industry wishes to in- 
crease its pairage sales, they can’t ac- 
complish it by appealing to price 
alone. The only way they can increase 
per capita consumption is to appeal 
to the women with style. That will 
increase total volume to the industry. 
If you stimulate the customers’ desire 
to buy, by presenting a chance for a 
choice in styles; and give them attrac- 
tive atmosphere, they come 
through with multiple sales more often 
than not. 

“We have a great deal of confidence 
in the American economy and we are 
planning vigorously for good, strong 
sales gains in 1960. We have been 
pacing the industry and do not in- 
tend to slow down.” 


will 


* * % 
“Profit and loss depends fundamen- 
tally on organization; and organiza- 
tion depends upon people,” says ROY 
W. ALLEN, general manager of the 
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Vorhes Shoe Company in Colorado 
Springs, Colorado. “A manager who 
is not imbued with the conception of 
the importance of people will never 
organize sufficiently well to obtain the 
degree of success to which he might 
ordinarily be entitled. 
“I don’t worry about whether busi- 
ness will be good or bad, whether 
there is or isn’t consumer price resis- 
tance, as long as I know that I am 
following the principle: ‘Fit the right 
man to the right job for the right 
results.’ ” 

* * * 
“A new kind of thinking and partner- 
ship arrangement must be encouraged 
if we are going to have a better type 
of sales person,” says DOROTHEA 
B. WARREN, executive vice-president 
of Shoes Associated. 
“Executives often fail to recognize 
that their own strength rests not in 
themselves but in the people they man- 
age. The way to get full participation 
from their people is to consider their 
feelings instead of their thinking. 
“Consider the feelings and emotions 
rather than the thinking, since emo- 
tions are the most important catalysts 
of action. We can rationalize anything 
into being. Our thinking can be sub- 
ordinated to but 
feelings will not be subordinated in 


our motives; our 
terms of strong inner drive. Do you 
create an atmosphere in which em- 
ployes feel free to express themselves 
frankly and completely? In order to 
transmit ideas, 
proper climate. Many executives listen 


we must create the 


only for what they want to hear.” 
* * % 


“Our record cards are the backbone 
of our business,” says BILL DOUG- 
LAS, owner of The Shoe Box stores in 
Houston. “At 
where we handle children’s footwear 


our Holcombe store, 
exclusively, we have over 12,000 active 
cards on file. 

“Since 60 per cent of our business is 
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done on prescription footwear, our 
record cards must be accurate. There- 
fore, as soon as a sale is made, the 
salesman immediately enters it on the 
child’s record card. There can be no 
delay in posting, no room for error. 
“We use these cards constantly . 


send out birthday greetings and re- 
minder notices. The reminders go out 
every three months, until the child is 
six. It is interesting to note that in 
some cases, even though a change of 
size may not be necessary at reminder 
time, parents will inquire if, for some 
reason, they don’t receive the card. 
“If one of our customers moves out 
of town, we forward their record card 
to them or to another store, as they 
request. 

“A month after a new customer has 
made a purchase, we send out a pair 
of shoe laces and a card thanking her 
for coming into our store. It actually 
takes only one full time employe to 
handle these special services, and this 
is certainly incidental when you con- 
sider important these 
cards and services have been to our 


how record 
customers and to us over the past 
nine years.” 
* * * 

“On what level do people respond to 
shoes and leather goods, generally?” 
asks PHILIP BROMBERG, advertis- 
ing director of Golo Footwear Cor- 
poration. “What emotional appeal do 
they have? Are they symbolic in any 
way? When we begin to find answers 
to these questions, we will be able to 
establish buying motivation and, from 
that point, plan the most effective ad- 
vertising direction. It is not enough 
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for our styles to be smarter than our 
competitor’s . . . roots go deeper. 
“In essence, the purpose of any shoe 
ad is in lieu of the actual shoes we 
would like to show but cannot. Only 
a likeness can be presented, a like- 
ness which at its best will lack the 
feel, smell and warmth of the real 
thing. 

“Once we discover the dimensions 
along which people react to the prod- 
duct and the leather itself, then and 
only then will we be able to translate 
this information into art work and 
copy that will tap the same emotions.” 


* * * 


FRANK J. HEEP, manager of 
women’s shoes at Marshall Field & 
Co., Chicago, believes it is most im- 
portant that all retailers realize the 
great market potentials that exist to- 
day. “No style category should be 
overlooked in merchandising women’s 
shoes,” says he. “The market poten- 
tial includes everything from the con- 
servative woman looking for comfort 
to the young woman who wants the 
very latest fashion. 

“The style market potential today in- 
cludes any woman who buys shoes. 
Each group needs consistent promo- 
tion, supported by adequate stocks. 
And each also wants the newest styles. 
No one is interested in anything that 
looks outdated. This is true all the 
way from the grandmothers to the 


teenagers.” 
a + * 


VINCENT BERNAGOZZI, merchan- 
dise manager of Jordan Marsh’s shoe 
department, says: “The average shoe 
merchant can safely plan on casuals 
giving him between 25 and 30 per 
cent of his total volume this coming 
spring. That percentage should be 
even higher during the summer, when 
fabric types are added. 

“The biggest demand, next season, 
will be for dressy casuals that women 
will use as a substitute for the more 
staple, so-called street shoe. They will 
be popular in the usual spring color 
range bone, navy, black and 
some red. However, they must be 
light in weight, soft and flexible. Pat- 
terns will probably not differ mate- 
rially from those already on_ the 
market.” 
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L. E. TUFFLY 


OR nigh onto four score years, Krupp and Tuffly has been a famed 

landmark for shoes and apparel in Houston, Texas. It dates back 

to 1882, when John Krupp and Louis J. Tuffly set up shop at 92 
Main Street. They were earnest young men and went about the task of 
building their business on an unshakeable foundation of good quality, 
good value, good service. 

It is almost axiomatic . . . As the southwest went, so did Krupp and 
Tuffly, progressively forward, step by step. Today, seventy-seven years later, 
it is Houston’s oldest family shoe store and apparel shop. It dominates 
the corner of Main and Walker Avenue, one of the city’s most desirable 
locations in the downtown shopping area, and is considered one of the 
major shops of Houston. 

There are four floors devoted to the sale of men’s, women’s and 
children’s shoes; as well as leased departments for women’s ready-to-wear 
and men’s furnishings. 

As a measure of the progress of time and the awareness of the op- 
portunities for business in the suburbs, Krupp and Tuffly took the next 
logical step. They opened their first suburban store in Weingarten’s Stella 
Link Shopping Center two years ago. Here, they concentrate on children’s 
shoes, shoes for teens, and women’s casual footwear. 

So much for the general background and sketchy history of Krupp 
and Tuffly. Now, we get down to the basics of the present and the men 
and women who are responsible for the operation of the store . . . the 
buying, the selling, the administration. 

L. E. (more familiarly know as Ed) Tuffly, grandson of one of the 
founders, is president and general manager. We will get back to him later. 
His mother, Mrs. Inez Tuffly, is chairman of the board. An uncle, Joseph 
B. Tuffly, Sr., is vice-president and Joe, Jr. is buyer of women’s better shoes. 
E. A. Bleakney is secretary-treasurer. 

A significant commentary on the stability of the store, its method of 
operation as well as the paternal feeling for personnel, is the fact that there 

(CONTINUED ON PAGE 66) 
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Provide Feature Shoe Service 
For Professional Men... 


Here is a profitable new business opportunity 


By Carlton Lincoln 


Among the four million American 
babies born every year are thousands 
who develop childhood foot deficiencies 
serious enough to require the attention 
of a foot professional. 

Many of these weaknesses are mus- 
cular in nature — not bone — and can 
frequently be helped by the wedging 
of the shoes they wear. Wedging is 
mechanical in nature and helps guide 
the foot in action toward proper gait. 
To put it another way, the bone struc- 
ture of the foot is guided toward 
normalcy, with the muscles adapting 
themselves thereto. 

The diagnosis of foot deficiencies, 
the prescription of wedges, their thick- 
ness and size is properly to be left to 
men of professional training — but 
the work of inserting the wedges to 
conform to the doctor’s instructions is 
the province of the shoe man. Not only 
is this business especially desirable — 
but it builds for such a shoe dealer the 
confidence of parents . . . confidence 
which brings them back to his store 
time after time after time. 


Prescription Work 
Need Not Be Difficult 


In doing prescription work, most 
good children’s shoes may be opened 
for wedging, bracing, etc. and resewed 
— but this work is easier and results 
are more satisfactory if the shoe is 
made with this in mind. 

CHILD LIFE Arch Feature Shoes 
are such shoes. 

Because of top quality components, 
wedging is accomplished easily and re- 
mains effective for the life of the shoe. 
Additionally these shoes are made with 
long inside leather counters, extra 
strong right and left steel shanks, cus- 
tom Thomas Heels and inner border 
heel wedge. This construction is suffi- 
cient in itself to satisfy the doctor’s in- 


structions. Beyond this, CHILD LIFE 
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Arch Feature Shoes are stocked in 27 
different numbers, so that children who 
wear them can have up-to-the-minute 
styles. This is an important psycholog- 
ical benefit that all doctors recognize 
and respond to, 


How To Reach This Market 


To help you develop this type of 
feature shoe business, CHILD LIFE 
has a time-tested, time-approved plan 
of action in approaching the profes- 
sional man in the area served by your 
store. Personal help is offered by the 


Illustrated above is the 
CHILD LIFE wedge chart 
— especially prepared to 
be of service to the pro- 
fessional men. Also a book- 
let discussing the six most 
common children's Foot 
Problems, their care and 
correction. 





CHILD LIFE representative, and very 
close help is extended by the medical 
division of the CHILD LIFE adver- 
tising promotion department. 

Interested dealers are invited to write 
for full information. CHILD LIFE 
Arch Feature Shoes along with CHILD 
LIFE regulars are open only to respon- 
sible dealers who can meet specific 
qualifications as to craftsmanship and 
good-fitting practice. 


HERBST Shoe Manufacturing Co. 
P. O. Box 2005, Milwaukee 1, Wis. 
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America’s Foot Health Status 


America’s feet are probably healthier than some statistics indicate 
but there is still a lot that must be done before we can be called 


a foot-healthy nation. 


OW FOOT-HEALTHY IS AMERICA? 
It all depends upon how we appraise the term 
“health.” 

According to long-established and much-publicized sta- 
tistics, eight of every ten adults, and seven out of every 
ten juveniles, are “foot defective” in some manner and 
to some degree. 

These statistics, however, have never been established 
as reliable. They are regarded more as an estimate, 
despite the many and varied “surveys” that have been 
conducted. These surveys are usually conducted without 
scientific method or consistency, and are based upon 
the “judgment” of the observer. 

An important question: What is a foot “defect”? Does 
a heel blister or reddened toe from shoe pressure make 
a foot defective? Isn’t it natural for the foot to tire or 
ache somewhat after excessive walking or standing—just 
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by WILLIAM A. ROSSI 


as we can tire from excessive sports activity ? 

Dr. Louis A. Dublin, statistician of the Metropolitan 
Life Insurance Co., and perhaps the world’s leading au- 
thority on medical statistics, says that perfect physical 
health is rare. The blemishes, the mild and temporary 
ills, the slight physical defects—these do not rate an 
individual as “unhealthy.” So long as the individual can 
go about his daily tasks with reasonable comfort and 
well-being, he is healthy. 

By the same rule, then, we are probably nowhere near 
the “foot unhealthy” nation that common statistics would 
have us believe. Perhaps a more reliable figure would 
be that 25 to 30 per cent of the population is “foot 
defective” in that their foot ills are fairly steady and 
troublesome. And only a small percentage, perhaps under 
five per cent, have foot ills serious enough to physically 

(CONTINUED ON PAGE 66) 
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The Feature Shoe Store 








Private fitting booths are provided by national chain specializing in feature 
footwear. Only a small percentage of total feature stores are chain owned. 


HERE is no such thing as an “aver- 

age” or “composite” feature shoe store. 

Feature shoes may be marketed 

through elaborate feature chain stores. They may be 

marketed by feature shoe independents. And feature lines 

are often carried by family shoe retailers, including inde- 
pendents, chains and department stores. 

In each of these outlets, feature shoes are merchandised 
somewhat differently. Perhaps the real story of feature 
shoe merchandising starts with the customer. Mrs. Gilson’s 
feet hurt and she is going to buy a pair of feature shoes. 

As a “composite” customer Mrs. Gilson represents 60 
to 65 per cent of the feature shoe trade. She is usually 
any age from 30 up, and once she puts on feature shoes 
her wardrobe will likely always include at least one pair. 

She is raising a family or she is one of the army of 
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working women. Her job, as a housewife, schoolteacher, 
nurse, waitress, or perhaps as a sales clerk, necessitates 
long hours on her feet. 

Suppose Mrs. Gilson decides to patronize a feature shoe 
independent. The store is located within six blocks of 
downtown, not far from a medical center, handy for 
doctors, podiatrists, and orthopedic men. The store has 
been in the same location about 10 years and is well 
established. 

A few feature shoe independents are located in sub- 
urban shopping centers, but Mrs. Gilson has been rightly 
advised that her selection downtown is greater. 

At the feature shoe store there is little resemblance to 
the windows of the style-oriented conventional retailer, 
although the display is changed about once a month. The 
window is matter-of-fact, almost austere compared to the 
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The feature shoe store carries mostly oxfords and ties and emphasises 


careful fitting of problem feet. Foot comfort, not style, is the stock in trade. 


conventional retailers’ riot of colors and styles. One 
window features a picture vision unit which illustrates 
the supporting properties of a standard woman’s comfort 
shoe. 

Mrs. Gilson’s style-conscious eye quickly notes that 
most of the shoes are oxfords and ties. The highest heel 
is 14/8, the lowest 8/8. The styling consists mostly of 
variations in color and pattern. 

The owner-manager, Mr. Parker, is in his late forties 
or early fifties, about the same age as his counterpart 
among regular independent retailers, but older than most 
regular shoe chain managers. 

His selling orientation is to provide a highly individual- 
ized service with an eye toward repeat business. His 
concern with merchandising, display, volume and turn- 
over is perhaps not so acute. 

Mr. Parker has a natural sympathy for the customer 
and her ailment. His background is in shoe retailing, 
chiefly in the orthopedic end. He managed a store special- 
izing in feature shoes before opening his own shop. 

He employs two fitters, one woman, one man. They 
have been with the store a number of years and approach 
the customer in a personalized manner. They are older 
than sales help in the conventional shoe store. Being on 
salary, rather than commission, they don’t seek volume 
for its own sake. 

Mr. Parker notes that Mrs. Gilson is a new customer. 
Before she leaves he will add her name and address to 
the 5000 card index file maintained by the store. A 
record of Mrs. Gilson’s foot problem and fitting history 
will be kept and her name placed on the mailing list. 

The store interior is medium to small—containing 
about 20 seats. The decor is conservative and there is 
no seating differentiation by sex or age level. 

The selling area is neat; it is not glamorous. The fur- 
nishings are substantial rather than chic. The lighting 
is good and there is one wall mirror, plus one portable 
floor mirror. There are no shoes on open display tables, 
a few are shown on wall racks. 

Mr. Parker first ascertains whether Mrs. Gilson has 
been referred by a doctor. Perhaps a third of his busi- 
ness is by referral or prescription and he is highly sensi- 
tive to the doctors’ point of view. 

In Mr. Parker’s card index file are the names of 300 
to 500 doctors and nurses. All are potential sources for 
new business and many are customers. 

Mr. Parker does not attempt to diagnose foot problems 
nor does he attempt to treat feet. He sees himself rather 
as the druggist of the footwear field. 

Mrs. Gilson’s shoe size is determined with a Brannock 
or other measuring device. This is usually the only special 
equipment used. The owner and his sales personnel have 
all received some—and often considerable—specialized 
instruction in fitting the problem foot. 
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If Mrs. Gilson has an acute foot ailment she is advised 
to see a doctor. About 20.per cent of the foot problems 
seen at the store are congenital. The rest have been in- 
duced by poorly fitted shoes or plain heavy foot usage. 
Commonly seen are pronation, crooked toes, corns and 
bunions. Often there is some damage to the longitudinal 
and metatarsal arches. 

Mr. Parker is proud of his stock. He has little doubt 
that—providing there is no deformity—he will be able 
to fit Mrs. Gilson immediately. 

Women’s sizes run from 5 to 11 in widths AAAA to 
EEE. The store inventory is strong in the fringe sizes. 
A variety of lasts are carried, all of them corrective. Both 
branded and unbranded lines are stocked. One line is 
branded for the store. 

Most of the styles are oxfords: five and six-eyelet types 
with some low-cut three eyelets. 

In addition to the oxfords Mr. Parker stocks a few 
stepins, elasticized or with gores, and some straps, many 
of them platform soles. In addition to the staple colors 
he carries beige and red. He would like to see more 
style-consciousness in feature shoe manufacturing. 

Mr. Parker is also prepared to fit Mr. Gilson should 
he require a feature shoe. As with women’s shoes, far 
fewer men’s styles are available than in conventional 
lines. 

The men’s styles are basics: three-eyelet stitch-and-turn 
moc front bluchers, perfed wing tip brogues, straight tips, 
one or two slipon styles, and a couple of high top shoes. 

Men’s sizes range from 7 to 14 in AAAA to EEE. 

While Mr. Parker does stock a good selection of boys 
and children’s shoes, he does not emphasize his children’s 
business to the detriment of his adult trade. There are 
no hobby horses or sliding boards in the store; the 
atmosphere is totally adult. 


, 


One of Mr. Parker’s problems is maintaining his in- 
ventory; he carries 20,000 pairs in stock. Fillins are 
ordered each week and usually arrive in three days. 
Mr. Parker turns his stock three times a year in contrast 
to the conventional retailers’ two. He is not hurt by 
natural obsolescence or seasonal fads. 

He holds a clearance sale in July, and another through 
December and January. Markdowns are 10 to 25 per 
cent. 

Under no circumstances does Mr. Parker sell a cus- 
tomer if he doesn’t have her size. He will tell you he'd 
rather see a customer walk out, and he means it. Overall, 
his walkouts are well under 10 per cent of the total traffic, 
in contrast to the conventional retailers’ 20 per cent. 

Should Mrs. Gilson have required custom shoes, or 
makeup, her wait would be six to ten weeks. Makeups 
cost from $50 up. 

Mrs. Gilson, who wore mainly popular price conven- 

(CONTINUED ON PAGE 72) 
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The Consumer 
..-- Present and Potential 


Podiatrist examining feet under 
weight bearing conditions. Photo 


a 
courtesy Audio-Visual Council. 
American Podiatry Association. 


There are over 30 million pairs of feature shoes 
sold annually, at a value of over $300 million. 
This is the actual market—the potential market 
for these shoes is much larger. 


HO are the people who buy—or are 
likely to buy—feature footwear? 
How large or important is the market 
for feature footwear? 

What are the potentials for development of the feature 
footwear market, nationally and locally? 

First, the size of the market. It’s estimated that the 
feature shoe market represents a minimum of five per 
cent of the total. That amounts to over 30 million pairs. 
In dollars it amounts to over $300 millions. 

This is the market. The potential 
market is something else, and appreciably larger. 

The bulk of this market consists of non-medical shoes; 
that is, the regular feature-type shoes purchased primarily 
for foot comfort values rather than for relief or remedy 
of foot ills. 


estimated actual 


Customers for Feature Shoes 
Who are the buyers, or prospective buyers, of feature 
footwear ? 
Broadly speaking, anyone whose primary interest in 
purchasing shoes is foot comfort. That is, where the com- 
fort factor supersedes style or price as the chief incentive 
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for purchase. Importantly, however, the feature shoe in 
this respect must look similar to a conventional shoe, 
except that it may be somewhat more conservative. 

According to the statistics, the facts and the know- 
how of experience, women by far have the most foot 
problems. And particularly the after-30 age group. This 
is attributed to various factors: the cumulative effects of 
habitual wearing of high heels; failure to alternate 
stylish shoes with more conservative types; childbearing; 
long-standing occupations (including housework) without 
consideration of proper footwear. 

This, prospectively, is a ripe market for feature foot- 
wear. Counteracting it, however, is woman’s perennial 
style-consciousness, including footwear. And also a self- 
consciousness among many women about so-called “mama 
shoes” which indicate foot ills, which in turn indicate, 
psychologically, advancing years. 

According to shoe marketing analysts, while most 
women want maximum foot comfort, a large share shy 
from wearing “mama shoes” because of the style and 
psychological factors involved. Two approaches are 
recommended for expanding this market: (1) incorpora- 


(CONTINUED ON PAGE 74) 
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MOST CHILDREN 
ARE BORN WITH 


PERFECT FEET 


Unfortunately some are not. 
And many others 
develop foot defects 
in growing up. 
Whatever the reason, 
Acrobat Arch Tread Shoes 
are built expressly 
for children who need 
the extra support 
and features of 


a superior orthopedic type shoe. 


yn ARCH TREAD SHOES ARE FEATURE BUILT 





* Exclusive extra support Arch Tread 
last is scientifically designed for cor- 
rect support plus foot freedom and 
helps develop a straight walk. 


* Specially treated leather soles are 
finest quality for longer wear, extra 
flexibility and are pre-flexed before 


being sewn to the shoe. 


* All patterns have: 


Goodyear welt construction 

Top quality upper leathers 

Premium quality leather quarter linings 
Finest quality leather insoles 

Felt tongue linings and heel cushions 
Cork bottom filler for extra insulation 
Steel shanks 

Left and right Thomas heels or wedge heels 
Left and right quarters 

All vital parts reinforced 


A complete line of babies, infants, child's and misses sizes to retail profitably at $6.95 to $9.95 


For further information contact 


according to size and pattern 


ACROBAT Shoe Company * A GBNEBSGO Division * Nashville, Tennessee 





Legend and Fact... 


Overweight does not necessarily cause foot troubles. Many 
heavy people are light on their feet, and if they have foot 
troubles, there are other causes. 


OR decades, if not centuries, many popular legends 

have developed about feet and shoes, particularly 

from the “health” aspect. Today, many or most 
of these legends, simply because they’ve been with us so 
long, are accepted by shoemen, the public, and even many 
doctors, as gospel truth. 

But careful research reveals that many of the accepted 
“facts” about feet and shoes are more myth than truth, 
more fancy than fact. Following is a good cross-section 
of the more common “legends” about feet and shoes, and 
an insight into the real “facts” about them: 

Legend: Weak feet or “fallen arches” are caused by 
habitual long standing or walking. 

Fact: Untrue. Many people who habitually walk or 
stand long hours have healthy, trouble-free feet, while 
many others who do little standing or walking have weak 
and troublesome feet. It is usually only when another 
cause is at the root of the trouble, that habitual long 
standing or walking can further aggravate the foot 
problem. 

Legend: Toeing straight ahead is the normal or natural 
gait for all. 

Fact: Untrue. For example, Dr. Dudley J. Morton 
examined the foot stance of hundreds of foot-healthy 
natives in Africa who'd never worn shoes. He found that 
most toed outward to some degree, and that the toes- 
straight-ahead stance represented only a small minority. 
There’s no evidence that the American Indian stood or 
walked with toes straight ahead. Doctors now recognize 
that it can be harmful to attempt to change a natural toe- 
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outward or toe-inward gait to a straight-ahead stance. 

Legend: Foot exercises can “correct” mechanical foot 
ills such as weak or flattened feet. 

Fact: Not usually true. If the trouble is essentially 
muscular in nature, then prescribed exercises can help— 
though long periods of exercise are necessary. But most 
mechanical foot ills, such as weak or flattened feet or 
pronation, are now found to be non-muscular in origin. 
This means that foot exercises have little corrective value. 

Legend: Overweight causes foot troubles. 

Fact: Essentially not true. Many heavy persons are 
free of foot ills—actually light on their feet—while many 
under-weight persons suffer from foot troubles. If foot 
trouble exists, usually from some other mechanical cause, 
then overweight can aggravate the trouble. 

Legend: Every pair of feet is different; that is, no two 
pairs are alike. 

Fact: Untrue and unproved. This is a popular legend 
which has actually become a slogan, among shoemen, the 
public, even doctors. Anthropologists have shown that the 
human physique can be “classified”—that is, that the 
body shape falls into one of about 10 or fewer physical 
classifications. The same applies to the shape of the 
head, or other parts of the body. Anthropologists believe 
that the human foot will also fall into specific classifica- 
tions. This indicates that millions of people have feet 
that are very much like the feet of millions of others— 
in shape, contour, measurements, anatomical characteris- 
tics, etc. It is believed that one day a large-scale foot- 
measurement survey will demonstrate this—and end the 
age-old legend that “there are no two pairs of feet exactly 
alike.” 





Toeing straight ahead is not natural for everybody. Most 
people, primitives included, toe outward to some extent. 
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About Feet and Shoes 


Many of the “facts” about feet are more myth than truth, although they are 


believed by many shoemen. Here are some of the more common foot myths. 


The feet of small children do not need ankle support. The 
wobbling of their ankles is giving them needed exercise. 


Legend: Oxfords are best for the child’s growing foot. 

Fact: Unproved and doubtful. This is a traditional 
belief but without demonstrated or scientific proof. It’s 
based on the idea that the oxford best “supports” the 
foot. But there’s no scientific evidence that the average 
or normal growing foot needs “support.” Conversely, 
children who habitually wear sandals or other non-oxford 
footwear are found to have feet just as strong and healthy 
as oxford-wearing children. 

Legend: Habitual wearing of flat or heel-less shoes 
brings on weak or “fallen” arches. 

Fact: Untrue. The vast majority (95 per cent or more) 
of the world’s population habitually wears flat-heel shoes 
or footwear without harmful effects to the arches of the 
foot. In fact, the flat-heel shoe is regarded as the most 
healthful type of shoe. 

Legend: Short shoes are the cause of bunions. 

Fact: Untrue. The causes usually lie elsewhere and are 
more complicated. When these other causes bring on a 
bunion (hallux valgus), it is then that a short shoe can 
further aggravate the condition. 

Legend: Pronation is an abnormal condition. 

Fact: Untrue. Extensive research now reveals that, 
because of the peculiar anatomical structure of the foot, 
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most people from childhood on develop some degree of 
pronation. Thus, pronation is the “normal” (meaning 
that most people possess it) condition. But, just as tooth 
cavities are “normal” in this sense, it doesn’t mean that 
it is healthy. So with pronation. Nevertheless, millions 
of people with foot pronation go through life without 
any ill foot effects from this condition. 

Legend: Muscles support the arch. 

Fact: Not altogether true. While several muscles play 
a minor role in supporting the arch, the structural in- 
tegrity of the arch results from bone and joint structure, 
ligaments and fascia. Strong foot and leg muscles do 
not assure maintenance of the arch structure of the foot. 

Legend: The most “correct” shoe or last design is one 
with a straight inner border. 

Fact; Not usually true. If the last itself isn’t properly 
shaped and aligned in conformance with the shape of 
the foot, then the straight inner border becomes mean- 
ingless. The straight inner border, by itself, offers no 
corrective value unless the design of the last, over-all, 
is correct. 

(CONTINUED ON PAGE 76) 


The typical American foot is becoming larger, it is true, 
but this is because we are getting taller and heavier, not 
because we exercise more. As a matter of fact, Americans 
don’t walk much now-a-days. 





The History and 
Development of Feature Shoes 


It was World War I, with the discovery that hundreds of thousands of young 
men had defective feet, that gave the feature shoe its first real push. 
Today these shoes show the results of genuine research and development. 





The styling of feature shoes 
has been greatly improved in 
recent years, yet the same 
characteristics of fit and com- 
fort and the features of the 
clubby gypsy seam oxford of a 
decade ago are embodied in 
today’s slim dressy styles. 


HE feature shoe got its commer- 

cial start just prior to World 

War I. Shoes with special feature 
components designed to alleviate foot ills were made and 
worn many decades before then, but more on a made-to- 
order basis. 

The term “feature shoe” is relatively new. It was 
originally known by such names as “corrective,” “health,” 
“orthopedic,” “arch-support,” and other such _ terms. 
Fundamentally, all were designed and promoted with the 
same purpose; to relieve or prevent foot ills, or to pro- 
vide a greater degree of foot comfort than could be 
achieved with regular shoes. 

It’s believed that the first nationally promoted feature 
shoe was Ground Gripper, launched in 1909. This was a 
flexible arch shoe, with narrow shank and without the 
conventional shank-piece. Interestingly, while most doc- 
tors and the public regarded a feature shoe as one that 
“supported” the arch (with rigid shank, or some kind 
of arch insert), the Ground Gripper shoe sponsored an 
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opposing theory—the flexible arch which was “nature’s 
way.” 

The Cantilever shoe came in in 1916, and was also a 
flexible shank shoe. Cantilever was later to merge with 
Ground Gripper. 

Then came America’s entry into World War I. There 
was public alarm at published stories revealing that hun- 
dreds of thousands of young men, military draftees, were 
rejected for flat or weak feet. The shoe industry was 
alerted to “do something about the shocking prevalence 
of foot-defectiveness.” 

So, immediately following World War I, came a 
gusher of corrective, health, orthopedic, arch-support 
and cure-all shoes. By the end of the 1920's the race was 
at white heat. There was hardly a shoe manufacturing 
firm, or a shoe store, that didn’t sell one or more types 
and brands of “corrective” footwear. 

By the early 1930’s there were over 1,000 different 
shoes being sold with some kind of “corrective” features. 
These included some 200 different brands of “doctor” 
shoes (though when, later, the Federal Trade Commission 
conducted an investigation, it found that only 15 of 

(CONTINUED ON PAGE 76) 
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PLAYN-TOE .. . youth- 
ful white CorecTred 
for little youngsters; 
prescribed by doc- 
tors, worn by jun- 

iors. 


PLAYN-TOE ...a very 
popular style in white 
elk; it’s a CorecTred, 
just what the doctor 
ordered. 


Profits and FUTURES 
in Prescription Shoes 
Prescription fitting should 
be a most important part of your 
children’s shoe business. Not only does 
it represent substantial volume but it builds 
the kind of customer relationships which as- 
sure repeat business. Edwards, CorecTreds 
and Pedic shoes embrace every type and style 
necessary for simple or extreme corrections; 
and they all embody the same famous 
Edwards quality. 


THE BIG HOUSE FOR LITTLE SHOES EVER SINCE I900 


Edwards make CorecTreds to fill doctors’ prescriptions 


Wiad rd & Edwards has the most extensive line of Pedic shoes 


THE SHOE For CHILDREN Edwards has a large selection of styles and colors 


PRAEROSEOHTA ST PA Edwards make healthy feet happy feet 
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The Features of Feature Shoes 





Feature shoes use different lasts, counters, shanks, heels . . . 


Here is a list of some of the more common features found in these 


shoes, although all feature shoes do not contain all these features. 





1 Leather 
flexibility 


insole lining for 


2 Full air-foam heel-to-toe in- 
sole cushioning for comfort 


3-4 Arch-and-cookie longitudi- 
nal metatarsal and cuboid 
support 


5 Cushion heel pad 

6 Extra heavy counter 
7 Heel wedge 

8 Long inside counter 


9 Special steel shank for extra 
strength 


10 Thomas heel 





HE FEATURE SHOE is characterized by certain 

features that make it “different” than an ordinary 

shoe—different not so much in outward appear- 
ance as in functional values. 

In the following we will list the more common features 
found in feature shoes. Few shoes contain all these fea- 
tures, but all feature footwear contains one or more of 
these features. 

Further, each type of feature will not be identical in 
all feature shoes. For example, while most or all feature 
shoes have some kind of special shank-piece, the shape 
of these shank-pieces will vary from shoe to shoe. 

Lasts: The last or “shape” is one of the most important 
parts of a feature shoe. Each brand or make of feature 
shoe will tend to have its own particular last design in- 
tended to provide maximum comfort as well as contrib- 
uting to normal foot function. Also, there are lasts 
designed to conform to certain types of feet, such as 
inflare and outflare. 

Shank or Shank-Piece: This is a finger-like component 
that fits into the shank of the shoe, extending from just 
in front of the heel seat to just behind the ball. It thus 
forms a sort of structural bridge under the arch. It may 
be made of wood, fiberboard or metal. Almost all shoes 
contain a shank-piece. However, in the feature shoe 
the shank-piece is usually metal (to provide a firmer 
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“bridge” under the arch). It comes in different shapes 
and designs. 

The counter: In some feature shoes the inside counter 
is longer than usual, designed to give added support under 
the arch. And sometimes it is a little higher than the 
outside counter. The counter material itself is usually 
firm. 

The heel: In most feature shoes an ordinary heel is 
used. In women’s shoes the height tends to remain at 
14/8 or below. Thin or dress-type heels are seldom used 
on these shoes. The most popular “special” heel used 
on feature shoes is the Thomas heel, which is shaped like 
an ordinary flat heel except that there is a tongue-like 
projection extending under the inner arch to serve as a 
prop for the arch. This is used in the case of flat or 
low-arch and weak feet. 

The heel wedge is common to feature shoes, particu- 
larly in children’s types, as a “correction” for pronation. 
This wedge, which varies from 144 to % inches in thick- 
ness, is situated above the heel at the heel breast. It is 
designed to prevent the arch from rolling inward and 
downward in the case of pronation. 

The insole: On some feature shoes the insole is cush- 
ioned with foam rubber or felt, which tends to lessen 
“shock” to sensitive feet in walking or standing. On other 

(CONTINUED ON PAGE 78) 
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They Are Not the Same: 
Orthopedic. Prescription 


Styling of men’s feature and ortho- 
pedic shoes closely follows the trends 
in dress shoe design. Their lasts and 
patterns are so well executed that it 
is difficult to believe that these shoes 
contain so many features. 
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EATURE footwear falls into 
three basic classes: the ortho- 
pedic shoe; the prescription 

shoe, and the ordinary feature shoe. 

These differ in design and applica- 

tion. Frequently the terms are used 

inter-changably, as though all of these 
were the which they 


shoes same, 


aren't. 

The Orthopedic Shoe: This is 
primarily and almost strictly a “medi- 
cal” shoe. It almost always looks dif- 
ferent than a conventional shoe, or 
even a feature shoe, because it’s used 
for permanently disabled feet, or feet 
The 


orthopedic shoe may be custom-made, 


in need of severe correction. 
or may be an in-stock shoe. It is 
almost always prescribed by a doctor. 


The 


totally a prescription shoe; that is, 


strictly orthopedic shoe is 


prescribed by a doctor for a particu- 


lar case. In the case of babies or 


RAZA 
4%” Xe, 





children with deformed feet 
(such as club foot or other severe dis- 


small 


tortions), these shoes are designed as 
a corrective measure in an effort to 
return the foot to normal shape and 
function. 

While many such orthopedic shoes 
are custom-made according to medical 
prescription, and based upon a plaster 
cast mold of the deformed foot, an 
increasing number of these shoes 
(especially for children) are in-stock 
merchandise. Some shoe stores spe- 
cialize in stocking and fitting this 
footwear—though the shoes are still 
prescribed by the doctor. In the case 
of small children, there has been in- 
creasing success in treatment of de- 
formed feet with these special shoes. 
Moreover, the fact that these types of 
orthopedic and corrective shoes are 
now available from store stock greatly 
reduces the cost of the shoes, as com- 
pared with custom-made types. 

At one extreme is the custom-made 
shoe for the permanently disabled or 
deformed foot. These shoes must be 
made on individual and special lasts. 
This starts with a plastor cast of the 
foot, from which the last is designed 
to accommodate the anatomical pecu- 


liarities of the foot. These shoes, and 





Basic orthopedic and corrective types for children, left to right: Pre 
Walkers Club Last, Pre Walkers Straight Last, Extreme Pronation, Mild 
Pronation, Mild Supination, Extreme Supination and Surgical Boot. 
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and Feature Shoes .... 


There are many types of feature shoes, from those custom-made for deformed 


feet to regular shoes with one or more special comfort features. 


But they 


all fall into one of three general classifications, which should not be confused. 


particularly the first pair (which in- 
cludes the cost of the original last), 
are very expensive. 

Another type of custom-made shoe 
is designed for feet with some serious 
mechanical defect or disorder, yet 
which can be corrected with medical 
treatment plus special shoes prescribed 
by the doctor for the individual case. 
Throughout the country, and especially 
in larger cities, are usually one or 
more custom shoemaking shops spe- 
cializing in this work. 

Still another orthopedic type is the 
in-stock shoe designed for deformed 
feet which can be corrected under 
medical supervision. For example, a 
baby born with club feet can be fitted 
to a special in-stock shoe design espe- 
cially for this foot condition and its 
The availability of such 
shoes out of stock has proved a boon 


correction. 


because it drastically reduces the cost 
of such shoes that would otherwise 
have to be custom-made. 

Lastly, there is the in-stock ortho- 
pedic shoe for mildly deformed feet 
(such as an extreme bunion or hallux 
valgus). These shoes may come in a 
special last with a “bunion pocket” to 
This mere- 
ly relieves pressure on the bunion but 


accommodate the bunion. 


does nothing to remedy it. 

Fundamentally, however, the ortho- 
pedic shoe is a “medical” shoe for 
severely problem feet. 
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The Prescription Shoe: Basically, 
it’s a shoe prescribed by a doctor. It 
can be an orthopedic type; or a regu- 
lar feature type; or even an ordinary 
shoe with some special “correction” 
(such as a sole or heel wedge) pre- 
scribed and applied. 

Some of the regular feature shoes 
become prescription shoes when the 
customer has been referred to the 
store by a doctor. The customer either 
brings a prescription, or the doctor 
has talked with the shoeman about 
the case and its special shoe needs. 

The prescription may specify a cer- 
tain style of shoe, or a heel height, or 
a last, or a shoe with some particular 
feature such as a metatarsal pad. Or 
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Styling in women’s shoes can include 
both fashion and comfort features. 
Soft leathers, construction cutouts, 
perforations, decorative stitching, soft 
bows and little buckles are feminine 
and style-right. 





PLATTOE 


Dressy, with unusually gen- 
erous toe room and close 
fitting heel. 13 in. heel. 








HARMONY 

Best suited for high instep 
type foot and long toes. 12 
in. heel. 





TREDMOR 

Unusual comfort on foot with 
enlarged toe joints. 1% in. 
heel. 








FREEDOM 

Snug fit at heel and instep, 
combined with extra toe 
room. 1§ in. heel. 


Osi page and the facing page, you 
see the “Sure-fit” Miller lasts that have built our 
success and have spelled success for dealers in 
every state of the union. Know your lasts and 
know your customer’s feet, so you can fit the 
proper last every time. There are no substitutes 
for the Miller lasts. 


Curufooi Fredem 


ee 


SHOES 


The Miller program consists of sensible lasts that 
FIT... providing round-the-clock comfort that amazes 
the wearer. The styles are modern oxfords (more 
color, more attractive patterns), each with low heel. 





These shoes are well-known to, and indorsed by, 
the medical profession throughout the country. 











MILLER SHOE COMPANY 


Founded by Albert E. Klinkicht — “Our 39th year” 
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WEALTH 

Designed for the low heel, 
higher-arch type foot. 14 
in. heel. 








REVELATION 

Especially comfortable on 
thin, long-arch type foot. 14 
in. heel. 








ORTHO 


A practical last especially 
adapted to the splay type 
foot. 13 in. heel. 








WALKER 


Maximum toe room —1 in. 
heel for poise. Attractively 
designed for young women, 
too. 


SRT sme. 


CINCINNATI 23, OHIO 
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pa styles are staple. They are made over 


the time-tried “engineered” lasts you see on this 


and the first page — they move, they repeat! 


The shoes sell at a substantial profit. The mark- 
up is high — there is never a markdown — the 
complete stock of merchandise is always worth 
100 cents on the dollar. 


PROFIT IS NEVER TIED UP IN THOSE 
LEFT-OVER PAIRS 


Caneel Tiatdon’ 


SHOES 


A Miller “Barefoot Freedom” Franchise is an in- 
valuable asset. With it goes a hard hitting, complete 
advertising and merchandising campaign, including 
a full color catalog every season . . . newspaper mats, 
direct mail in full color, motion picture with 
sound . . . display units — a practical program that 
gets results regularly in your community. 





Consistently advertised in TODAY'S HEALTH and 
RN (Registered Nurse), both of which magazines 
enjoy national circulation. 














Commercial Foot Aids= 
A Multi-Million Dollar Business... 
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In the opinion of producers, the greatest sales 
opportunity for the hundreds of foot aids 
on the market lies with the shoe retailer. 


AMPAIGNS 
foot 
methods, 


foot health 
plus modern merchandising 
helped 


-that of commercial foot aids. 


and crusades for 


and comfort, 
million 


Weak 


arches, sore toes, corns, callouses, bunions, and countless 


have boom a_ multi- 


dollar business- 


other ailments of the foot are responsible for some 70 
different classifications of remedial products and several 
hundred individual items. 

In fact, “tired, aching, and weak feet,” whatever their 
actual cause, can be credited with spurring production of 
these extra-sale and extra-profit items for the 
retailer. 


shoe 
Retail outlets are varied. A tremendous volume 
goes over the counter in drug stores and variety stores, 
department stores, and more recently in supermarkets. 
However, in the opinion of producers of commercial foot 
aids, the greatest sales opportunity lies with the retailer 
who knows something about feet—the shoe retailer. 
The rise of commercial foot aids has been concurrent 
with that of modern shoe retailing and the development 
of the shoe industry. Foot ailments, of course, are prob- 
ably as old as history; certainly they have been with 
us ever since men became upright and began walking on 
twos instead of fours. There were probably plenty of 
foot ailments before the days of modern shoemaking, 
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Com- 
mercial corn plasters and other remedies go back to the 
But 
until practically the turn of the century, most extras in 


when sizes and refinements were not a factor. 
70’s, and home-made remedies long before that. 


the shoe store were gaiters, spats, over-tops, and uppers, 
featured to protect the ankle. Arctic socks to wear inside 
boots were another related item. Remedies for relieving 
foot problems were confined to the drug store. As one 


old timer in the business commented. “There weren't 
even arch supports. If people had problem feet, they just 
went on having them.” 

Arch supports were among the first ventures into the 
field in a concrete attempt at foot relief. The early 1900's 
were particularly prolific in the development of patents 
for arch supports, particularly of the adjustable type. 
Many names on the old patents are still familiar in the 
field. These include William H. Scholl, famous for his 
arch support; William C. Burns, with his cuboid sup- 
and C. Whitfield. 

The early arch supports were accepted cautiously as 
extra sale items and foot and shoe accessories by a few 
venturesome retailers. Retailers began to know some- 
thing about scientific shoe fitting. Custom shoemaking 


(CONTINUED ON PAGE 80) 
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Turn to 


Yes! More and more quality stores through- 
out the country are turning to MEDIC for 
both their regular as well as their prescription 
children’s shoes. For in Junior Arch Preserver 
shoes, MEDIC makes a shoe to fill every 
doctor’s regular and prescription shoe needs. 
You can be absolutely certain that MEDIC 
shoes will be great profit-makers in your store 
because MEDIC gives you: 

A complete instock service. Immediate ship- 
ment from a % pair to a 1000. 4 complete 
categories from baby SOFTEES to extreme 
MEDIC shoes. Mismate service at your im- 
mediate request. Smaller inventory with greater 
turnover, and no markdowns. Top quality Straight 
shoes at competitive retail prices with maximum Last 
markup. National advertising to the medical 
profession. Personal doctor contact at no cost 
to you. 

WRITE today for complete details and our 
latest catalog. Let us prove to you why more 
and more shoe fitters are turning to MEDIC. 








For Mild For Extreme 
Supination Supination 


Wedge Thomas 


Construction Heel iy ={@4 5 | PR ESERVER 


Write for catalog and full details to 


Medic Shoe 
Manufacturers, 
Inc. 


For Extreme 1212 WOOD STREET 
Pronation PHILADELPHIA 7, PA. 


The complete line of feature shoes for children that doctors recommend 


December 15, 1959 55 





SEE THE ye 


Exp 
ACHIEVED ON 


PROPER INTERPRETATION IN THE 


AT THE ALLIED PRODUCTS SHOW/DEc 


EMBER 15-18 
TRADES SHOW BUILDING / ROOMS 640-649 
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The FTC And 


False Footwear Claims... 


Since 1948, when it made its first investigation of orthopedic footwear, the 


Federal Trade Commission has practically eliminated claims of orthopedic 


and health benefits from shoe advertising. The Commission continues to 


keep a vigilant watch for any such misleading or deceptive advertising. 


N the past decade a quiet revolution has overtaken 

that segment of the shoe industry that manufactures 

and markets so-called “health,” “orthopedic,” and 
“corrective” footwear. 

A dozen years ago, for example, it was not uncommon 
to see stock “health” shoes advertised as having features 
that would prevent or correct all common foot ailments, 
bow-legs, knock-knees, flat feet, pigeon toes, weak ankles, 
and broken-down arches. 

Some shoe firms went even further. A St. Louis cor- 
poration claimed that the footwear it made would prevent 
double chins, dowager’s hump, sagging muscles, and bad 
posture habits. A company in Tennessee boasted that the 
special features in its shoes would enable a person to 
remain mentally alert even after the most trying and 





For additional and detailed information about the rulings of 
the Federal Trade Commission,. see the “Digest of Federal 
Trade Commission’s Contentions and Rulings on ‘False, 
Deceptive and Misleading’ Shoe Advertising and Labeling, 
available from the National Shoe Manufacturers Association, 
342 Madison Ave., New York 17, N. Y. 
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by SHERMAN R. HILL 

Director, Bureau of Investigation, Federal Trade Commission 
strenuous day, and a Missouri firm advertised that its 
product would massage and stimulate the foot muscles 
with every step the wearer took. 

Then came the crackdown! 

Acting on numerous complaints, the Federal Trade 
Commission in March of 1948 initiated what is now 
known as the Orthopedic Shoe Industry Investigation, 
which involved more than 100 companies. 

As a result of its findings the FTC adopted the position 
that generally there is no such thing as a standard stock 
orthopedic shoe and that the mere inclusion in stock 
footwear of features recommended by doctors does not 
justify the labeling of them as “health,” “orthopedic,” or 
“corrective” shoes or the advertising of them as such. 

In June, 1949, in a precedent-setting decision, the Com- 
mission ruled against a Pennsylvania shoe manufacturing 
concern which falsely advertised, among other things, 

(CONTINUED ON PAGE 78) 
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The 
Most Talked-about —_ { Wore,RErEAT sates 


than on any shoe 


Sole in the industry! we've ever carried! 





(m~ 
4 er aN Sell-out 


2 (pone oe after 
sell-out! 


Ne 


i, 
Wy 
\ 


returns! 








Never a ; : Customers TELL 
mark-down! and SELL each other! 


— 








PRE-SOLD to MILLIONS in these POWER-PACKED MAGAZINES: 


READER'S DIGEST, LADIES’ HOME JOURNAL, ESQUIRE, 
GOOD HOUSEKEEPING, VOGUE, TRUE, MADEMOISELLE, 
SATURDAY EVENING POST, ARGOSY, PARENTS’, 
HARPER'S BAZAAR, etc. 


Over 300,000,000 tnrressions: 


Don’t be confused! Genuine RIPPLE® Sole is the ONLY sole 


of its type nationally advertised, publicized and promoted! 


BIGGEST DEMAND IN HISTORY COMING UP! Cash In! 


FREE! For your NEW Sales Aids Folder, write 


*TM Ripple Sole Corp. 


BEEBE RUBBER COMPANY NASHUA, NEW HAMPSHIRE 


Boot and Shoe Recorder 





The Foot Doctors .... 


Podiatrist Examining Child in 
the Office. Photo courtesy, 


Audio-Visual Council American 
Podiatry Association. 


Foot doctors, or podiatrists, treat 15 to 20 million patients a year. 


They take care of everything from corns to major foot surgery. 


HERE is only one medical group devoted 

exclusively to the diagnosis and treatment 

of foot ills. These are the podiatrists. 
There are about 7000 practicing podiatrists in the U. S. 
Of these, about 600 are women. This amounts to one 
podiatrist for every 26,000 persons, as compared with 
one physician for every 800 persons, and one dentist 
per 1500 persons. 

The podiatrists see and treat some 15 to 20 million 
patients a year. The average net income for a podiatrist 
who has been in practice five years or more is between 
$6,000 and $10,000. A few earn as high as $25,000. In 
fact, 20 per cent of the podiatrists account for more than 
69 per cent of all the foot-treatment service and income 
in the profession. The average fee or charge per visit is 
between $3 and $5. Added to this may be charges for 
extra services, such as for arch supports, X-ray, special 
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therapy—and sometimes shoes. 

The foot doctor up until only a year or two ago was 
officially known as a chiropodist. the National 
Association of Chiropodists changed its name to the 
American Podiatry Association—and the term chiropo- 
dists has now been officially changed to podiatrist. 

It’s frequently asked, “What’s the difference between 
a chiropodist and podiatrist?” Actually there’s no dif- 
Despite the 


Then 


ference except the matter of terminology. 
recent and official change in names, about 85 per cent 
of the foot doctors still use the term “chiropodist” because 
this is the one best recognized by the public—though the 
profession hopes to gradually change this. “Chiropodist” 
actually means one who treats the feet with the hands. 

Podiatrist is a more modern and descriptive term. 
Today’s podiatrist is a far cry from the “corn doctor” 
(CONTINUED ON PAGE 82) 


59 





PROGRESSIVE LEADERSHIP 


IN BASIC FOOTWEAR 


PRE-WALKER 


Equino-varus, Surgical, © 


Night Brace and Center- 
Line shoes. 

Fillauer, Dennis Browne 
splints, inter-changeable 
with new Roto-Lok feature. 
Write for complete details. 


|. SAGEL tec. 


35 years ago...there was a problem! 


Time was, when all abnormal foot conditions required hand made 
shoes, built over specially designed lasts at extreme cost. 


In 1924, |. Sabel established the original Basic Shoe program. . . the 
only complete program with authorized agencies coast to coast. 


This thirty-five years experience gained in working directly with doctors 
and hospitals is the vehicle upon which thousands of dealers are build- 
ing successful, profitable repeat business. You can, too! 


CHILDREN’S BASIC 


Equino-varus, Outflare ox- 
fords and boots, Plumb-Line 
oxfords and boots and Sur- 
gical to fit all sizes. 


MEN’S AND BOY’S 


Basic shoes for men and 
boys on specially designed 
lasts plus lace to toe Surgi- 
cal boot in men’s and boy's 
sizes. Complete program. 


WOMEN’S BASIC 


Bunion type orthopedic com- 
bination lasts, long counters, 
steel shanks, Thomas heels, 
add up to a line of shoes to 
cover most abnormal con- 
ditions. 


, 1207 Chestnut St., Philadelphia, Pa. 
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1959 Profitable Year in 
Chicago Despite Setbacks 


CHICAGO shoe retailers are 
winding up 1959 as a good year de- 
spite numerous setbacks and 
difficulties. Most stores and depart- 
ments expect to make their pro- 
jected figures. In some cases this is 
based on hopes of normal or above 
normal December business. 

Retailers had a good spring and 
early summer. However, a_ pro- 
longed heat spell slowed summer 
selling. As the heat extended into 
September, early fall selling was 
slowed. Some stores, particularly 
those in the extreme southern part 
of the city, and Gary, Hammond 
and Whiting area, were hard hit by 
the steel strike. 

But the outlook for the first quar- 
ter, 1960, is optimistic, even in the 
hard hit industrial areas. Retailers 
have bought on that basis, and most 
are hoping that they won’t be 
plagued with delivery problems as 
they were last year. 

Alert retailers are taking cogni- 
zance of marked changes that are 
taking place in shopping habits. 
Leading local retailers were queried 
as to plans for 1960. Many are 
planning a marked step-up in adver- 
tising programs. Marshall Field & 
Co., for instance, is in the paper 
nearly every day with shoe advertis- 
ing, usually featuring a_ specific 
style. There will be more color ad- 
vertising of shoes. Field’s and Sears 
Roebuck & Co. have been leaders in 
this trend so far. 

More attention will be paid to the 
teenage and young adult customer. 
Several teenage departments have 
been opened this past year and 
others are scheduled. In this same 
area, more attention is being paid 
to buying and promoting shoes for 
young adults, those between 20 and 
24. Both of these groups are regarded 
as excellent growth potentials. 

Some form of self selection is 
being considered by practically all 
retailers no matter their price 
range. Recent remodelings have 
provided for “total exposure,” so 
that customers can see as many of 
the shoes as possible. This trend is 
growing rapidly in this area. 
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Boston December Seen 
Bettering ’58 by 5% 

BUSINESS has picked up at Bos- 
ton and predictions are that Decem- 
ber figures would better those of last 
year by from five to 10 per cent. 
This predicted increase, it was 
pointed out, would have been greater 
if a succession of stormy days had 
not kept customers at home. 

Winter boot types have been popu- 
lar gift items in Boston for many 
years. This year, while volume sales 
were not expected much in advance 
of the first heavy snow, early dis- 
plays in windows and on counters 
resulted in what was described as a 
“reasonably good demand.” In the 
larger stores at least some of these 
purchases found their way to the 
gift-wrapping counters. 

These boots have been offered in 
a wider than usual range of colors— 
black, gray, navy blue, warm brown, 
olive green and red, among others. 
Leather uppers are in both suede 
and smooth. All are lined with either 
shearling or some other similar ma- 
terial; some have fur collars. 

Typical of the opened-up styles 
promoted for evening wear were 
those offered by the Guild House 
with stores on Tremont Street in 
the downtown shopping section and 
on Newbury Street, in the Back Bay. 
These, almost true sandal types, 
came in black for the most part. One, 
with halter strap and open toe, was 
in black suede or in antique, lacquer 


lustre. A second style was in black 
lustre silk trimmed with black satin; 
and a third came in black “skyline” 
silk, also in black suede. 


For Christmas giving the store 
promoted a super-soft glove leather 
slipper which, folded, came in a 
matching leather case. Colors in- 
cluded pink, white, blue and black. 


St. Louis Merchandise Moving 
But Few Shoes Included 
ST. LOUIS shoppers are buying 

lots of merchandise, but very few 
shoes. The pace of shoe selling is 
sluggish. Unless the end of Decem- 
ber shows a fine burst of speed, many 
shoe stores and departments expect 
to find their totals for the last three 
months of 1959 below anticipated 
levels, 


Actually, dealers say, pairage sales 
are ahead for all categories. Profits, 
however, are not following the same 
pattern. 


Men’s stores moved three items up 
front in their holiday windows— 
socks, slippers, and gift certificates. 
Socks and slipper sales are running 
about equal to last year. Gift certifi- 
cates are admittedly slow for all out- 
lets. Heavy weight cold-weather 
brogues continue to be men’s best 
selling style, with a scattered re- 
sponse to promotions on dressy black 
moc-toe slipons and two-eyelet ties. 

Downtown children’s dealers had 
a couple of very good days during 





fs 
Nina 
It would be difficult to better illustrate three variations on a single pump shell 


than seen in the ad above. Uncluttered white space sets up the three styles. 
The shoes are their own best advertisements. New York (eight columns). 
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the Thanksgiving school vacation, 
and made their quotas on storm 
boots; fleecelined ankle high slip- 
pers; replacement saddle oxfords for 
girls; and brown straight-tip grained 
brogues for boys. Slippers for gift- 
giving, dealers agree, got off to a 
very slow start this year, despite 
heavy advertising and promotional 
programs. Stix Baer & Fuller’s 
county Westroads store moved men’s, 
women’s and children’s slippers to 
a giant bar on the main aisle of the 
store’s main floor. Stock boxes 
shelved behind the slipper bar pro- 
vided immediate customer service. 
No one type of women’s shoes is 
currently good, surveys show. Women 
here are buying a few dressy cock- 
tail slippers, ‘shoppers’ casuals,” 
boots of every ankle-height, and some 
plain pointed-toe reptiles and fake 
reptiles. Special price reductions, 
featured at all the department stores, 
are luring few takers. Resort pumps 
are on limited display, and together 
with sparkle-trimmed formal pumps, 
liven shoe department atmospheres. 


Denver Sellers Are Ending 
Year Assured of Gains 


SHOE retailers of the Denver 
area were nearing the close of the 
calendar year with broad smiles on 
their faces. While winter business 
had its ups and downs due to unpre- 
dictable weather and extreme tem- 
perature highs and lows affecting 
shoe sales, the overall picture was 
one of percentage gains over the 
year previous and lower-than-usual 
inventories. 

Retailers bought more heavily than 
usual this year in the holiday slip- 
per line. The slipper business was 
expected to be the best in history. 
With downtown and suburban shop- 
ping center Christmas decorations 
in before Thanksgiving, shoppers 
caught the spirit of Christmas dur- 
ing the Thanksgiving weekend holi- 
day, thronging streets and stores. 

Electrified shearling type slippers 
were most in demand, ranging, ac- 
cording to the shops, from $2.99 to 
$4.95. With the interest in boot shoes 
growing weekly, velvet boots at $5.95 
were volume items in several stores. 
Many moccasin ideas were being 
pushed in slippers: corduroy ‘“Moc- 
A-Toes” at $1.98 for women. 
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Renewed interest in gold and sil- 
ver was evident in evening shoe 
lines. Several large stores reported 
that their customers seem weary of 
plastics and vinyl] treatments, buy- 
ing heavily in gold and silver lame 
cloth and in gold and silver leathers, 
all heavy on rhinestone treatments. 

A big swing back to opened shoes 
and sandalized types was reported 
at all women’s stores, some of which 
were still selling vinyls in volume. 
Heels in these dressy shoes were 
selling from the little squash and 
Louis types to spools and extremely 
thin 24/8’s. In dress shoes, a lead- 
ing retailer reported increased in- 
terest in heels ranging from 8/8’s 
into 14/8 heights by career girls as 
well as teenagers. 


San Francisco Promotions 
Bring Santa into Town 


SAN FRANCISCO merchants 
started their Christmas promotions 
about six weeks ahead of time this 
year. 

The week before Thanksgiving the 
City of Paris had their huge four 
story high Christmas tree with its 
thousands of decorations erected in 
the center rotunda of the store. Also, 
the White House started their 
Christmas puppet shows, and the 
Emporium had their roofgarden 
Fairy Land in operation. Window 
display backgrounds, as well as in- 
terior decorations, are colorful and 
attractive and designed to promote 
the Christmas atmosphere and ex- 





KEEP IN STEP 


with 


of fashion—Rhsthm Step gives 
you the latest sty ing plus remark 


able 1-2-3 comfort features. 


A. Black or Brows Calf Hi or Mid Shem 
Newie $16.95 

B. Black Swede Hi or Mid Slim heels 
$16.95 











A sequence of simulated dance steps 

serve well in a hard working background 

display for featured pumps. Atlanta 
(3 cols). 


citement. 

Shoe retailers sales plans are 
covering the full range of merchan- 
dise this year. They are pointed in 
two directions. First there are the 
strong promotions for shoes and ac- 
cessories for giving to others, then 
there is also emphasis on these same 
items for the buyers own personal 
use for the holiday celebrations. 

Between Thanksgiving and Christ- 
mas several stores had shoe clear- 
ance sales to reduce their inventories 
on numbers on which they were a 
little long. Suburban shopping cen- 
ters are reporting excellent sales 
totals and expect a Christmas busi- 
ness that will go ahead of last year. 


Bus Strike Chokes Off 
Minneapolis Retail Trade 


A BUS strike made serious in- 
roads on Minneapolis-St. Paul retail 
business and shoe stores and depart- 
ments were no exception. 

Although some shoemen said they 
were not affected much by the strike 
they were in the minority. The 
manager of a specialty shoe store 
estimated his business was down “11 
to 12 per cent.” Another department 
manager said that his business since 
the strike was down about 20 per 
cent. A retailer of children’s shoes 
declared that his volume was off “at 
least 20 per cent.” 

Shoppers who did get into the 
stores were especially interested in 
party shoes for the holidays. Vinyls, 
nylon velvets and lustre calfs all got 
the nod of party-goers. Both open 
and closed styles in the lustre calfs 
moved and the best selling shades 
were bronze and gun metal. Black 
was the top color in velvets but 
bright red and royal blue also sold 
well. There also was considerable 
interest in gold leather. High heels 
ranging from 21/8 to 24/8 and 
closed pumps were the style trends, 
although some open styles such as 
sling pumps also began to move. 

Men’s shoe business seemed to 
be less affected by the strike because 
so many men work in the downtown 
area near stores. Plain toes and 
slipons were major trends in men’s 
shoes with black the best selling 
color. A new shadowtone shoe in 
both a wing tip and mock toe styles 
moved well. One store pointed out 
that its slipper business was up about 
25 per cent over last year. 

(CONTINUED ON PAGE 74) 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 28) 
and the Board’s days “will be num- 
bered.” 

Mr. Rodgers complains that the 
NLRB has been relegated to “second 
class” status in the government and, 
because of insufficient budgets, takes 
far too long to decide unfair labor 
practice cases and union representa- 
tion election disputes even under 
older laws. 

The Labor Department also is go- 
ing to be seeking more funds to 
operate under the new law. It is 
now in the process of setting up a 
special division of labor-management 
investigations, hiring agents to go 
over the reports required by the new 
law, and next year will have to seek 
more funds. 

e 

A small group of Democrats in 
Congress continues to beat the drum 
for rules to choke off consumer 
credit and charge accounts. 

But the National Retail Merchants 
Association is once more stepping 
forward to denounce such plans. In 
a brief filed with the Senate-House 
Economic Committee, NRMA points 
out that the best controller of credit 
is the American consumer himself. 

“The consumer adjusts his credit 
obligations in accordance with his 
income expectations, and history 
bears out the wisdom of permitting 
him to continue to do so,” the NRMA 
declares. “Even during the worst of 
times (in the mid-thirties), people 
paid their bills.” 

Most congressmen are now in 
their home districts and states. Now 
is the time to write them or phone 
them, and tell them how you feel 
about plans to shrink the charge and 
credit rights of the buying public. 

e 

Taxpayers who now are apt to 
fudge a little, playing the percent- 
ages that their return won’t be 
looked over the taxmen, won’t be 
able to play this game much longer. 

By 1967, the Internal Revenue 
Service plans to have machines in 
service that will bring the fudgers 
up short. These new electronic gad- 
gets will check every income tax re- 
turn in detail—and pick up any 
phonies. 

IRS will spend about 100 million 
for the machines. But officials fig- 
ure the government will pick up bil- 
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lions of dollars in extra revenue by 
keeping the taxpayers honest. 

At present, men and today’s ma- 
chines manage to go over on a spot- 
check basis only one out of every 30 
returns. 

The first pilot machine tax check- 
ing system should be in operation 
in 1961. 

. 

The government serves notice of 
its intent to crack down hard on 
firms that charge different prices 
for the same goods or who otherwise 
violate the Robinson-Patman law. 


Chairman Earl W. Kintner, of the 
Federal Trade Commission, says he 
wants to “forcefully interpret” the 
Robinson-Patman law to business- 
men. To show that he means busi- 
ness, Mr. Kintner has named a 10- 
man task force, consisting of FTC 
officials, to search out new and more 
effective methods for enforcing the 
R-P law. 

The task force is to recommend 
“how the commission can best har- 
ness all its energies toward even 
more effective enforcement of the 

(CONTINUED ON FOLLOWING PAGE) 





MADE IN THE U.S.A 


line. Smith Synchro-Flex 


of design, gives them a magnetic 
appeal which has proved highly 
profitable to many fine stores. 
MOST BRITISH WALKERS 
FROM $20.95 


Nationally Advertised in 
e SPORTS ILLUSTRATED 


e ESQUIRE 
e THE NEW YORKER 





exclusive 
leafspring 
arch support 


cushioned 

filler 

Upper leather lining 
for flexibility 





BRITISH X WALKERS 


magnetic attraction 


Records prove that the average first pair 
purchase of British Walkers produces a 


steady customer for the store and the 


construction, plus consistent elegance 


STYLE 6248 

Dark Brown Calfskin 
STYLE 7248 

Black Calfskin 








Write, wire or phone collect today for complete information, 
E. E. Taylor Corp., Freeport, Maine 
also makers of Taylor-Made shoes for men 
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Special Feature Children’s Shoes... 


PRESCRIBED 


Dr. Posner Shoe Company, famous for children’s shoes 
since 1888, offers you a complete line of corrective 
footwear...in a wide range of sizes and widths...and 
with the style appeal youngsters want. 





wv LONG COUNTER! 


ov BUILT-IN 
WEDGE ! 








vTwomas “TEMPERED STEEL SHANK 


RESISTANT PEGS! HEEL! TO SUPPORT WEIGHT! 











* DR. POSNER BUILT-IN WEDGE SHOES 

These shoes contain ANTI-PRONATION devices and 
features which are often approved by physicians as beneficial 
in preventing the persistence of PRONATION and 
alleviating the symptoms of mild PRONATION in children 
when such measures are found to be individually indicated. 


* DR. POSNER STRAIGHT-LAST SHOES 
with broad tread surface to allow even distribution of body 
weight. Provides foundation for corrections where prescribed. 


* DR. POSNER CLUB FOOT SHOES 
AND ANTI-PIGEON TOE SHOES... 


available to fill doctor’s prescriptions 
calling for this type of footwear. 


DR. POSNER 


SCIENTIFIC SHOES 


DR. POSNER SHOE CO., INC., 112 West 34th Street, New York 1, N. Y. 
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law, and to spell out procedures to 
accomplish this,” according to an 
FTC announcement. 

Under the Robinson-Patman law. 
sellers may not charge competing 
customers different prices. Nor may 
they grant different degrees or dif- 
ferent amounts of promotional al- 
lowances or other services to com- 
peting customers. In other words, if 
promotional allowances are granted, 
they must be equal as among all 
competing customers. The Robinson- 
Patman law also forbids customers 
knowingly to induce or to receive 
discriminatory prices, such as re- 
bates or unearned brokerage fees. 

Chairman Kintner suggests that 
the FTC may issue published guides 
for businessmen as to what is legal 
and what isn’t, under the Robinson- 
Patman law. 

If this new drive affects your firm, 
write Chairman Earl W. Kintner, 
Federal Trade Commission, Wash- 
ington 25, D. C., and ask (free) for 
a copy of his speech on Nov. 9 to 
the Grocery Manufacturers of Amer- 
ica. Terms of the new drive are 
spelled out in this speech. 


Future national wage disputes will 
be jarred loose very early by gov- 
ernment fact-finding boards, if the 
White House has its way next year. 

In theory, no dispute will be per- 
mitted to reach the strike stage. 

The Eisenhower Administration 
is now writing some strict new rules 
for settling wage disputes. Congress 
will get a look at them early in 
1960. 

Keep an eye on this all-important 
point, however: A provision for so- 
called “public” representation on 
each fact-finding board. In the past, 
“public” members of boards have 
tended to side with labor represen- 
tatives and against management 
members. 

o 

The government’s income this year 
is likely to be as much as $2 billion 
behind spending. Chief reason: 
Steel strike. 

This $2 billion loss is in corpora- 
tion income and in individual in- 
come. 

Prior to the steel strike, Eisen- 
hower Administration officials were 
confident the federal budget would 
be balanced this year. Now, these 
hopes have been exploded. 
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AMERICA’S FINEST 
CHILDREN’S SHOE—- 


now available to leading retailers 


International Shoe Company is proud to 
announce that VITAPOISE, America’s finest 
children’s shoe, is now available to a restricted 
number of key shoe retailers. Here is the 
prestige brand that will assure your reputation 
for quality and leadership—and at the same 
time improve your profit picture! 


Now you can offer discriminating customers 
a complete line of classic patterns and new 


colors, in both the regular and orthopedic welts 
for boys and girls, and the smart cemented 
styles for girls. Nationally advertised in 
PARENTS’ MAGAZINE, quality-built 
throughout, VITAPOISE is recommended by 
doctors for orthopedic prescriptions. Expert 
fit and construction from the world’s largest 
shoemaker will build profitable repeat business 
for you ...and what’s more, VITAPOISE 
is holding the price line! 


STILL RETAILING AT B&BPS and BYP cornovedic ses sight higner) 


Your customers will look for these quality features! 


@ Leather counters add firmness 

© Seamless sides prevent rubbing 

© Steel shanks for sturdiness 

O Leather heel base built for easy 
orthopedic adjustment 


© Reinforcements in vital parts 

© Only top-quality leather used 

@ Top-grade leather soles for long wear 

© Goodyear welt for economical repair, 
orthopedic adjustment 


VITAPOISE division of 
international Shoe Company ° St. Louis, Mo., Manchester, N.H., Atlanta, Ga. 
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Profile: L. E. Tuffly 
(CONTINUED FROM PAGE 36) 


are veteran employes who have been 
with the company for 35, 40 and 
more than 50 years. 

It is surely a source of satisfac- 
tion to be at the helm of such a 
business and Ed Tuffly, as president 
and general manager, takes pride in 
the fact. However, he establishes, 
first off, his appreciation of the con- 
tribution that each member of his 
staff, all the way along the line, 
makes toward the smooth function- 
ing of the whole organization and 
gives due acknowledgment of it. 

Ed is a modest chap. He goes 
about his work in a quiet, efficient, 
orderly way. He is an excellent 
merchandiser. And you wouldn’t 
need a survey or rating index to 
learn what the industry thinks of 
him. It comes down to the fact that 
he is universally known and thought 
of as a “great guy.” As for the 
employes, they say it even more 
emotionally: “You work harder and 
do more for people you love... . 
That’s how it is... our feeling for 
him.” 

Ed Tuffly is that rarity, a native 
Houstonian. He was born in 1922. 
Attended local schools until he went 
to Dartmouth College. Graduated 
cum laude. He was a Lt. J.G. in 
the Navy for three years during the 
war. Had sea duty for a _ short 
time. Then they made him an in- 
structor at Northwestern Univer- 
sity’s Midshipmen School. 

Officially, he came into the store 
right after the war, in 1946. Actu- 
ally, though, he had worked every- 
where in the family-owned store “off 
and on from the time I was a kid,” 
says he. In 1950, at the age of 28, 
he became president and general 
manager. 

He is extremely shoe-minded, espe- 
cially in regard to men’s shoes. Is 
almost vehement on the subject. He 
says the whole m n’s shoe industry 
needs to be “shook” up. We quoted 
some of his views in a Voice of the 
Trade item last year, when he made 
the point that “the men’s shoe in- 
dustry has successfully managed to 
eliminate the spring and summer 
selling season. We have made a 
strong effort to sell our customers a 
shoe similar to the one he has been 
wearing, by telling him it is lighter 
or the summer version. . . . If the 
men’s shoe business is appreciably 
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off, this spring and summer, I think 
we can attribute it not so much to 
the general economic picture as to 
the lack of creative styling and sell- 
ing on a national scale . . . by the 
manufacturer; and to the retailer 
for accepting without a loud pro- 
test.” 

Sounds prophetic, doesn’t it? Es- 
pecially when you consider that he 
made that statement back in June 
of 1958. He still considers it valid. 
He believes that: “We must concen- 
trate on the importance of style ob- 
solescence in men’s shoes. Last 
year’s sport shoe must be made to 
look like last year. The only way to 
accomplish this is to show the NEW. 
The lightweight look and flexibility 
continue to be the keynotes in men’s 
footwear. 

“The biggest problem facing the 
average shoe retailer today is that 
shoes are not getting their share of 
the consumer’s dollar, due to the in- 
creased costs of essentials such as 
food, rent, and the fact that the 
public still has a strong preference 
for automobiles, appliances and lux- 
ury items.” 

Despite the fact that Ed spends 
most of his time working at what is 
best for Krupp and Tuffly, its people 
and its customers, he manages to be 
very active in civic and industry af- 
fairs. He has been on the board of 
directors of the Better Business Bu- 
reau for four or five years. Has 
worked for the United Fund in all 
sorts of capacities. Was president 
of the Houston Retail Merchants’ 
Association in 1955-56; treasurer 
since then and “from the looks of 
things,” he says, “‘will probably con- 
tinue to be for the rest of my life.” 
He has been on the board of the Na- 
tional Shoe Retailers Association 
since 1951. The Junior Chamber of 
Commerce presented him with a 
plaque for distinguished service in 
1957. 

Ed’s hobbies are fishing and boat- 
ing. He has a place at the Bay, where 
he spends whatever time he can 
salvage, affer business and civic 
tasks are taken care of, with his 
family. 

Ed Tuffly is convinced that there 
is tremendous growth ahead for the 
southwest. He believes implicitly 
that Krupp and Tuffly will carry on 
in the tradition of the founders and 
will continue to progress, expand 
and flourish. 


America’s Foot 
Health Status 
(CONTINUED FROM PAGE 39) 


incapacitate them. By “foot ills” we 
don’t mean the corns, calluses, in- 
growing nails, fungus infections, 
etc., which can be quickly relieved 
by professional treatment. Rather, 
we mean the more serious and per- 
manent ills: pronation, weakened 
and flattened feet, bunions, foot 
deformities, etc. 

Nevertheless, if 25 or 30 per cent 
of the population has foot trouble 
occasionally or permanently, this 
would embrace between 45 and 54 
million persons. And with some 9 
million of these, the foot ills are ex- 
tremely serious. 

Is the foot-health status of Amer- 
ica improving, worsening, or re- 
maining unchanged? 

There are no known or accurate 
figures revealing a trend in any di- 
rection. The estimates and general 
feeling, however, are that the situa- 
tion is slowly improving. This can be 
ascribed to several causes. American 
feet today are subjected to less 
strain from excessive walking and 
standing. People are more foot- 
conscious, hence take better care of 
their feet—such as visiting a podi- 
atrist or physician when foot ills 
arise. Shoes and lasts are designed 
better. Shoes are fitted better, and 
people are more sensible about the 
size and fit of their shoes. Lower 
heels have become more popular. 
Children are getting off to a better 
foot-start in life via more frequent 
medical foot examinations, more fre- 
quent change of shoe sizes. 

Nevertheless, the problem of foot 
health still exists to an important 
degree. Whose responsibility is this 
problem? First and foremost, the 
medical profession (and specifically 
the podiatrists, the foot specialists ) 
and the shoe industry. Also involved 
is the government, via the Public 
Health Service, some of our public 
institutions such as the schools, and 
the public itself. 

One reason for relative apathy of 
public interest is that foot ills are 
not fatal, and seldom are they gen- 
erally crippling. Unlike cancer or 
heart disease or polio, foot ills lack 
dramatic impact. 

In the past half century there has 
been no major medical breakthrough 
in medical treatment resulting in 

(CONTINUED ON PAGE 72) 
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This design is available to shoe 
manufacturers. Write for your 
free sketch TODAY! 


Fashion dynamite for your trend-setting footwear styles. Cuts cleanly, economically. Easy to 
work, to look at, to buy. In every wanted fashion-right color. 


REMEMBER — only Brezner makes ‘‘Shag”’ 


Send for swatches or contact our representative TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 
145 South Street, Boston 11, Massachusetts 


“Fashion Right” Leathers from our Tannery, Penacook, N.H. 
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Fashion Brown... 


Newest Addition 
to the Broadway Line 


2387 
Italian Slipon with 
Quilted Vamp 


2391 
Algonquin Blucher 
Moccasin 


These two high style dress shoes 
represent a group of Broadway dress 
oxfords now finished in the season’s most 

vanted shade — Fashion Brown. 


A true, deep brown, this new shade goes 
unusually well with blacks and the dark 
tones currently so much in demand in 
men’s wear. So — for fast turnover and 
excellent profits, be sure your stock in- 
cludes a complete selection of Broadway 
Models in Fashion Brown. 


For full details, see your J. W. Carter 
representative, or write directly to 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 


| 


How to Promote with 
Trading Coins 


Qua.ity merchandise and personal service are two ways 
to attract and keep steady customers. To these, Haase’s Shoe 
Store, New Orleans, has added a third. Haase’s gives its 
customers trading coins which are redeemable for items for 
the entire family. 

Boris Haase, Jr., manager, stated that his father had always 
wanted to give “something extra” to the children and decided 
to try the plan of redeeming trading coins for prizes. Soon 
the idea caught on and the line of prizes was expanded from 
children’s toys to include small household appliances. 

This was 20 years ago and the trading coin at Haase’s 
Shoe Store is as popular as ever. Trading coins are actually 
a form of the present day trading stamp, but Mr. Haase said 
that, to his knowledge, his store is the only one in the New 
Orleans area using this type of promotion. Since it has 
proved so successful, he thinks other stores should try it. 

Mr. Haase said trading coins have been a good year round 
promotion and have helped boost children’s sales. He recalls 
one boy who recently saw a new prize in the display case, 
a scout award plaque, which was redeemable for 40 points. 
The boy hurried home, counted out the necessary coins and 
obtained the plaque. He happily showed it to his neighbor- 
hood chums and soon Haase’s store had a run on the prize 
by boys wanting to get that particular item. Mr. Haase told 
of another customer who has traded at the store for over 15 
years and has never failed to ask for her trading coins. Ex- 
amples such as these, said Mr. Haase, continue to prove the 
soundness of the promotion. “Even when families move out 
of the neighborhood, we continue to get their business.” 

For shoe store owners contemplating such a promotion, 
Mr. Haase has some encouraging news concerning the cost 
of promotion. It is really inexpensive and costs less than 2 
per cent of shoe sales. A $1 merchandise prize is redeemable 
for 50 coins which represents $50 worth of shoe purchases. 

Mr. Haase also has some advice for shoe store owners. 
He suggests that one of the first steps in operating this type 
of promotion would be to contact a reliable distributor who 
will be able to keep you stocked with a regular supply and 
variety of merchandise prizes. This is considered an impor- 
tant part of the promotion since Mr. Haase regularly receives 
inquiries for certain types of prizes. 

He also suggests that store owners vary the prizes to in- 
clude boys and girls of all ages. Most of all, he urges that 
the prizes be kept fairly inexpensive. Through experience, 
Mr. Haase has learned that merchandise prizes, priced too 
high, stay in the display case because persons soon tire of 
trying to save for that particular item. Mr. Haase’s highest 
priced item is 200 points. 

Mr. Haase, Sr., still active in the business, urges other shoe 
store owners to seriously contemplate this promotion. He said 
no outside promotion is needed to sell the idea. Through 
his own experience, Mr. Haase, Sr., found that the best sales- 
manship for this type of promotion comes from the customer 
by word of mouth. “In our case,” he said, “the news really 
traveled fast and we have never been sorry for trying the 


idea.” 
* * * 


Even though the aristocracy of France were bitterly de- 
spised by the poor during the period of the French revolution, 
and high heeled shoes, which were a high French court 
fashion during this time, were scorned as well, the actual 
shoes which the aristocrats wore when they were carried in 
tumbrills to the guillotine for execution were treated with 
a great deal of respect. They were carefully removed from 
the feet of these unfortunates before they were slaughtered. 
Then, after the execution was completed, the highest bidder 
claimed them at a public auction. 
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Manutacturing News 





St. Louis 


Sr. LOUIS manufacturers are eyeing the lower prices in the 
cattle hide market. However, they are not planning on any 
immediate price reductions for several reasons. 

First, a dip in hide costs does not mean that the market 
will level off at the bottom of the dip, or anywhere close to it. 
Second, to offset leather costs, local producers had to come 
up with a two and one-half cent per hour increase in workers’ 
wages under terms of a prior union contract. Third, as one 
major women’s maker put it, “If the weather goes from zero 
to 20 degrees, you don’t take your overcoat off!” 

When headlines say that calf prices are down, this spokes- 
man observed, people are jumping to conclusions when they 
feel that shoe prices should come down automatically. “The 
hide market may or may not level off low, and there are 
some indications that it will stiffen sharply.” With the cost 
of producing a pair of shoes made up of so many other fac- 
tors besides a “20-cent drop in calf, price reductions are not 
in the cards.” 

Producers agree also that the lower hide prices—if they 
remain low—will be felt quickest and strongest in the heavier 
grade leathers, with women’s weight calf trailing. The bene- 
fits resulting from any reduction in hide costs, one analytical 
shoe manufacturer pointed out, take time to filter through 
production channels down to the actual pricing of finished 
footwear. A significant drop in hide prices has a much less 
significant effect on leather prices, which in turn has only a 
modest effect on shoe prices. 

Clark R. Gamble, president of Brown Shoe Company, in 
announcing that his firm intends to take the Brown Kinney 
anti-trust case to the Supreme Court, said that Brown had 
achieved its most successful year. Overall sales for the fiscal 
year ending October 31 were reported, unaudited, at more 
than $275,000,000, as against 1958 sales of $239,900,000. He 
expects company earnings to exceed $6 per share, as against 
$4.67 per share for the 1958 fiscal year. 

Representatives from several shoe firms visited the Japanese 
merchandise show held recently in St. Louis. Sponsored by 
the municipal governments of six major Japanese cities and 
the Japan Export Trade Promotion Agency, the show in- 
cluded a variety of wares, plus shoes. Most of the pairs 
exhibited were made of plastic, including a children’s three- 
eyelet saddle oxford with white rubber sole, extremely ex- 
tended sole edge, and plaid plastic saddle; red and black 
leather thongs on 8/8 wedges; plastic thongs on 10/8 wedges; 
white smooth leather nurses’ oxfords; children’s plastic bare- 
foot sandals; men’s plastic hunting boots with ribbed crepe 
sole; men’s black napped fabric desert boots; and men’s 
plastic oxfords with extruded sole. The foam-crepe rubber 
thongs sold in such heavy volume in the United States last 
summer were not on display. 


Chicago 


Tus is the time to sum up the past year and look ahead 
a bit. Shoe business in the Chicago area, generally, has been 
good. It has been healthy, active, and with few serious set- 
backs. The steel strike took its toll, particularly in men’s 
work shoes and in children’s shoes. 

Retail business was hard hit by a prolonged summer, which 
extended well into September. But, most firms are finishing 
up the year at least equal to 1958, and many are running 
ahead. The average is an increase of some five to seven per 
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cent. If the steel strike is settled quickly, most shoe leaders 
in this area expect business to continue in this manner for 
the first six months. 

Increased business in the immediate and more distant fu- 
ture will depend on awareness of certain changes in retail 
merchandising, some observers point out. There is general 
agreement that long established distribution patterns can no 
longer be depended upon. There is a growing need of educa- 
tional help for retailers. This is already being satisfied in 
the form of dealer training schools held either at factory 
headquarters or by salesmen. 

There is a growing tendency to produce films, film strips, 
color slides, charts, tape recordings, and other educational 
material for instruction of retailers and their sales staffs. 
More and more factories are now issuing regular educational 
bulletins to keep retailers informed of changing conditions 
in the shoe market. More firms are placing more emphasis 
on educational type sales meetings for their own salesmen. 
These are packed with concrete information on products and 
production, on promotion, advertising, merchandising, and 
other current trends. 

As the industry enters the “sixties,” shoes are going to be 
sold in a lot more places than they are now. They are also 
going to be sold by radically different methods. This is not 
mere theory, since they are already underway. Major manu- 
facturers now find they have a whole new list of customers. 
The self-service shoe store has made its greatest gain during 
this past year. 

This type of store has been particularly successful in the 
Midwest, which has a number of flourishing and fast growing 
chains. Shopping centers continue to spring up everywhere. 
In some area department branch stores have become more 
important than the parent, and do their own specialized buy- 
ing. Shoes are being sold in super markets in increasing 
numbers. Independent retailers are now opening their own 
highway shoe stores to compete with the chains. The discount 
store has become respectable and an important shoe outlet. 
All these must be recognized by the alert manufacturer and 
included in his merchandising and selling plans. 


New England 


Many New England manufacturers of unbranded lines 
placed substantial orders for upper leather during the last 
week of November and the first week of December. 

Some of this buying was admittedly speculative as manu- 
facturers felt that leather prices had reached rock bottom 
and might conceivably rebound. Most of the business placed, 
however, was made necessary by the receipt of orders for 
spring shoes just prior to and during the Popular Price Shoe 
Show in New York. Then, too, manufacturers were influenced 
in their leather buying by the firm belief that more business 
would be had in the wake of the show. 

This leather buying, however, was confined largely to side 
leather—patents, textured and smooth. Calf leather did not 
move in large lots. 

Colors tended to be conservative with black, navy and bone 
leading the list. Promotional colors such as the lighter blues, 
and pastels such as yellow, pink and green, were not bought 
in quantity. These, it is believed will come to the fore some- 
what later. 

Opened up shoes, all the way from the familiar sling-back 
to highly sandalized patterns, continue to be in the news. 
These, it is hoped, will be merchandised in such a way as to 

(CONTINUED ON PAGE 85) 
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the one that tells "em... . 





What makes a star salesman? “Git up and go”? Certainly ... PLUS a thorough 
knowledge of the field. He keeps his prospects posted on important trends, 
competitive facts and figures, valuable merchandising ideas. He’s always welcome. 
They trust what he tells them and (logically), they trust what he sells them, too. 
That’s why the RECORDER is a star salesman for you. It “gits up and goes” 
to meet all your prospects, explore their interests and fully serve their business 
needs. They rely on what it alone has to tell, and (logically), on what it has to 
sell. Let your advertising exploit its unique editorial force. 
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America’s Foot 
Health Status 
(CONTINUED FROM PAGE 66) 


genuine cures for the more common 
serious foot ills. Improvements in 
palliative treatments, yes. But real 
curative results on any substantial 
scale, no. 

The shoe industry’s contribution 
is hardly different. There have been 
some gradual improvements in the 
design and fitting of shoes. But 
shoes and foot ills continue to be 
commonly associated. 

The big, gaping hole in the foot- 
health status of America is research. 
Amazingly, there is still a vast 
vacuum of basic knowledge about 
feet—about the root causes of our 
common foot ills. We have still to 
satisfactorily define: What is a 
normal foot? If there are many 
kinds of “normal” feet, then what, 
specifically, are these kinds? 

The knowledge of foot ills is filled 
with contradictions. It’s said that 
overweight causes foot ills—yet 
many overweight people are free of 
foot trouble while many underweight 
people suffer from foot ills. We say 
that excessive standing or walking 
causes foot ills—yet many who 
stand or walk much experience no 
foot ills, while many in sedentary 
occupations have foot ailments. Have 
we assumed too much—and learned 
too little? 

The shoe industry itself has a huge 
stake in an improved status of foot 
health in America. Vast areas of 
basic research leading to design of 
shoes in more scientific conformity 
with the shape and functional needs 
of the foot are still virgin territory. 

How foot-healthy is America? 
Perhaps healthier than we’ve be- 
lieved. But still not as foot-healthy 
as it should be and can be. 

The problem of foot health will 
remain a problem so long as the 
medical professions, the shoe indus- 
try and the public make no con- 
certed effort to eradicate it with the 
research funds and program neces- 
sary to resolve it. 


The Feature 
Shoe Store 
(CONTINUED FROM PAGE 41) 


tional types, finds feature shoes are 
more expensive as she pays her bill. 
Women’s prices range from $17.50 
to $22.95. Where mismates are neces- 
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sary, the customer is charged 142 
times the feature shoe retail price. 

Mr. Parker’s men’s shoes are 
priced from $21.95 to $29.95, and 
his children’s shoes from $7.25 to 
$13.95. 

As Mrs. Gilson leaves the store 
wearing her first pair of feature 
shoes, Mr. Parker has justifiable ex- 
pectations that she will become a re- 
peat customer. He is confident he 
and his employes have done a good 
job to give her a proper fit, and he 
knows a customer’s confidence in 
her feature shoes increases in direct 
ratio to her foot comfort. 

Mr. Parker’s five major mailings 
will also serve as reminders. They 
are spring showings, summer folders, 
back-to-school folders, fall showings, 
and Christmas gift certificates. 

Advertising consists of a weekly 
ad in the newspapers and perhaps 
one ad a month in a state podiatrists’ 
association magazine. 

The great majority of feature 
shoes are sold in independent stores. 
However, if Mrs. Gilson buys her 
feature shoes at one of the few 
specialized national chains, she will 
end with much the same shoe as be- 
fore, but her experience in being 
fitted in the larger establishment 
will be markedly different. 

The particular store she visits is 
located downtown, but the chain has 
many outlets in shopping districts 
throughout the city. Its stores have 
only recently begun to appear in the 
suburbs. 

The feature shoe chain’s windows 
are the product of a strong merchan- 
dising effort. The window not only 
contains shoes but a complete line of 
supports and pads well related to a 
foot comfort theme. 

A projector in a cabinet with a 
10” x 15” translucent screen con- 
tinuously tells a shoe construction 
story. But most of the chain’s clien- 
tele are “presold.” They are reached 
by the company’s national advertis- 
ing campaigns in all media long be- 
fore they want or need a feature 
shoe. 

Inside, is a large, roomy store com- 
parable in size to a regular chain 
outlet; perhaps 1500 square feet of 
floor space. The color motif is light 
green, sand brown and oyster white. 
Fitting booths line one wall and at 
the rear of the store is a balcony. 

All five sales clerks are men. Since 
Mrs. Gilson is a new customer, the 
clerk—who is trained in foot health 


and shoe fitting—makes a parafin 
impression of each foot using a 
patented device to do so. A podia- 
trist may be available at the store. 

The styles carried, their colors 
and detailing, are comparable to 
styles available at Mr. Parker’s in- 
dependent store. However, in men’s 
shoes, sizes 15 and 16 are available 
at the chain. Prices in women’s 
shoes go from $13.95 to $19.95, 
which might mean a slight saving 
for Mrs. Gilson. Men’s are priced 
from $17.95 to $28.95. Markup is 
roughly the same: 40 per cent. No 
children’s shoes are carried. 

The chain also uses a card index 
file of doctors, nurses, and customers, 
with up-to-date history of customers 
purchases and foot problems. 

For makeups the chain adds about 
20 per cent to the price of its regu- 
lar feature lines. 

The chain’s total selling effort in- 
cludes a mail order program with 
credit cards provided for out-of-town 
customers. A custom casting staff 
caters to those requiring a more 
orthopedic orientation. 

The family store with feature 
trade may be an independent, a 
chain, or a department store. It may 
be located anywhere in the city or 
the suburbs. 

Mrs. Gilson will find the indepen- 
dent family store emphasizes its tod- 
dlers and children’s trade; about 65 
per cent of the business is in chil- 
dren’s shoes which dominate the 
stock. 

Enjoying a large bread-and-butter 
trade in its children’s lines, the store 
promotes good walking shoes, 
wedges, and plain pumps for women, 
and representative styles from popu- 
lar price and high price men’s lines. 
Customers must go elsewhere for 
style shoes. Procedures and prices 
in the feature lines are similar to 
those of the independent feature re- 
tailer. 


Kelly Sales Moves in Chicago 


CHICAGO — Kelly Sales, Inc., 
which deals primarily in obsolete 
branded merchandise — particularly 
shoes for overseas shipment, has 
moved to new offices at 1139-41 S. 
Jefferson St., here. The company, 
one of the fastest-growing export 
firms in the Midwest, has a larger 
showroom at the new site. The new 
facilities are also more centrally lo- 
cated for shipping. 
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The Consumer— 


Present and Potential 
(CONTINUED FROM PAGE 42) 

tion of more “style” in feature shoes 
(without sacrifice of inherent com- 
fort principles); (2) avoidance of 
emphasis of the foot-ills aspect, 
which women translate into “defec- 
tive” feet. 

This, of course, applies to the 
mass market and not to feet needing 
special footwear. Women embrace 
the idea of foot comfort in shoes. 
But the idea of special shoes for 
special feet, they don’t readily ac- 
cept. They want to feel that their 
feet are “normal,” despite the 
twinges of aches and fatigue, and 
can wear “normal” shoes. 

Only a very small percentage of 
men experience a sufficient degree 
of consistent foot trouble to warrant 
feature footwear as “special” shoes 
for them. Nevertheless, as various 
marketing surveys show, good fit 
and foot comfort is the primary con- 
sideration with the average man in 
buying shoes. This applies particu- 
larly to the over-30 group. 

Also, men traditionally tend to be 
more conservative in their selection 
of style. Hence, the feature shoe, 
sold not as a “comfort shoe” (which 
men tend to interpret as a “grand- 
pa” shoe), is a natural in this area, 
provided the proper merchandising 
approach is utilized. 

In the past decade or more the 
children’s field for feature shoes 
has expanded. In this field the fea- 
ture shoe is usually sold more as a 
preventive of foot ills (to aid in the 
normal and healthy development of 
growing feet) than as a “corrective” 
shoe. 

With the rapid expansion of pe- 
diatrics in the medical profession, 
and the continuing rise of child 
health-consciousness among the 
younger crop of mothers, the inter- 
est in “proper footwear” for chil- 
dren continues to grow. The major- 
ity of basic shoes in the children’s 
field make some use of “features” 
incorporated in the shoe — though 
mostly on a moderate basis. 

As to age groups among adults, 
it’s generally conceded that foot 
problems tend to rise proportionately 
with age. This applies particularly 
to women, with approximately 30 
years as the pivotal point. 

Perhaps the most common of all 
foot ills is something loosely termed 
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“foot strain.” This expresses itself 
in such common symptoms as foot 
fatigue, aching, burning of the sole, 
swelling of the foot and ankle, and 
general foot discomfort. While it is 
seldom incapacitating, it is usually 
distressing. And it is very common 
—again mostly among women. 

We see foot strain in action when 
a housewife removes her shoes and 
places them under the seat at the 
movie; or when a salesgirl stands 
in stocking feet behind a sales 
counter; or when a shopper slumps 
in a department store lounge chair 
and kicks off her shoes. 

Occupations requiring long stand- 
ing or walking frequently bring on 
foot strain—and particularly when 
appropriate shoes aren’t worn, Va- 
rious occupations are prone to foot 
strain: policemen, mailmen, wait- 
resses, dentists, salespeople, and a 
long list of others. Foot strain is 
common in many industrial occupa- 
tions, where, for example, people 
stand for long hours working at ma- 
chines or lathes or in stockroom, etc. 

All such people in these occupa- 
tions are good prospects for feature 
shoes. But again, the marketing con- 
cept for such footwear must con- 
tinue to change, to mature—just as 
it has made major changes since the 
no-holds-barred days of the Twen- 
ties and Thirties. 

Aside from the actual features 
which characterize the feature shoe, 
the major difference between the 
feature and regular shoe is a matter 
of style. The feature shoe (exclusive 
of the orthopedic shoe) tends to be 
more conservative in appearance. 
While this is acceptable with older 
persons, especially women, it is not 
quite as acceptable with millions of 
others needing and wanting “com- 
fort” as a primary feature in their 
shoes, but unwilling to sacrifice the 
element of style to obtain it. 

We have seen a wholesome trend 
toward more “styling” in feature 
footwear. If this continues, then 
there is good likelihood that the 
market for feature footwear will ex- 
pand and reach for an appreciably 
higher potential. But increased styl- 
ing will have to be accompanied by 
modernized marketing and merchan- 
dising practices of these shoes. That 
is, while these shoes are different 
and feel different, they should not 
look different. This is a challenge for 
feature footwear. 


Retail Trade 


(CONTINUED FROM PAGE 62) 


Winter Proves a Boon 
To Milwaukee Retailers 


WINTER hit several weeks earlier 
than normal for this part of the 
country, and sent customers scurry- 
ing to shoe stores. The brisk de- 
mand for winter footwear needs 
pushed sales totals well ahead of 
last year’s figures. 

Boot sales, of course, set the pace. 
But, as one veteran shoe retailer 
said: “When you get boot business, 
you sell shoes too. The main thing 
is to get people into the store.” 

Dealers are confident that busi- 
ness will maintain a virile pace 
through the Christmas holiday pe- 
riod and into spring. The prediction 
of post-Christmas prosperity, how- 
ever, hinges on the outcome of the 
steel strike situation. While Mil- 
waukee escaped the main impact of 
the steel strike, some of the side 
effects are still visible. 

Ladies’ unlined protective foot- 


wear was in demand as the cold 
weather and first snows debuted. 
Big volume is anticipated from the 
over the stocking, wool-lined boots 
in the $12-$13.95 


with fur cuffs 
price range. 

Black suede and calf is account- 
ing for at least half of the pre- 
holiday dress shoe volume. The 
basic colors still are the most im- 
portant offerings. Buyers affirm 
that there is no discernible trend 
to the extreme hues. One exception 
is gold, with several key buyers 
here predicting gold trim will prove 
very strong through the holidays 
and into spring selling. 

Ladies’ better footwear buyers 
also report a strong feeling for the 
opened up shoes for dress wear. 
The open styles are expected to 
continue to gain sales strength into 
the spring season. 

Also noted is a firmer acceptance 
of oval toes. The bulk of the buyers 
here note that their customers pre- 
fer the modified, conservative oval 
shaped toes. Rapier styles, however, 
are not fading from the picture; 
buyers expect them to account for 
a good share of next spring’s 
volume. 

Men’s footwear shops report their 
volume about even with last year. 
Hunting boot sales exceeded last 
year’s tallies by a good margin. 
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“Neoprene soles have helped us maintain a high level of 
quality in Weinbrenner service, work and safety shoes” 


“At the A. H. Weinbrenner Com- 
pany,” comments Mr. Dickinson, 
“we pride ourselves in making 
‘Thorogood Job-Fitted Work 
Shoes’ a tough, durable line of 
comfortable Special Service 
shoes for policemen, mailmen, 
bus drivers and service station 
attendants. We specify neoprene 
soles for this important segment 


Mr. John Dickinson 
Vice President and Director 
of Sales 
A. H. Weinbrenner Co. 
Milwaukee, Wisconsin 
of our business, the uniformed worker.” 


Leading manufacturers specify neoprene because 
it’s one soling material that stands up under all rugged 
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working conditions. Neoprene soles are crack-resistant 
and keep their flexibility even on the coldest days. 
Furthermore, they have excellent oil, grease and chem- 
ical resistance. Over the years, new types of neoprene 
and improvements in established types have kept it 
the longest wearing, most resilient soling material 
available. 


The selling power of the neoprene name is put to 
work right on the shoe sole. To add a profitable sales 
asset to your line of work and safety shoes, specify 
neoprene soles and heels. E. I. du Pont de Nemours 
& Co. (Inc.), Elastomer Chemicals Department BS-12, 
Wilmington 98, Delaware. 
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RUBBER 


Better Things for Better Living . . . through Chemistry 
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Legend and Fact 
About Feet and Shoes 
(CONTINUED FROM PAGE 45) 


Legend: Arch supports can cor- 
rect weak or “fallen” arches or pro- 
nation. 

Fact: Untrue. The arch support 
will often relieve distressing symp- 
toms caused by weak arches or arch 
strain, but can never permanently 
correct or “cure” the condition. 

Legend: There is a ‘‘typical’’ 
American foot. 

Fact: Untrue. In the U. S. there 
has been so much racial and inter- 
national mixture via inter-marriage 
that it would be anthropologically 
impossible for a “typical” American 
foot type or shape to emerge. And 
the shape of the foot, due to con- 
tinuing inter-marriage resulting in 
mixtures of physical traits, will con- 
tinue to change. 

Legend: There are inflare, out- 
flare and straight feet — and lasts 
should correspond. 

Fact: Open to serious doubt. This 
is a traditional belief, but without 
scientific evidence to demonstrate it. 
The characteristics of inflare, out- 
flare and straight feet have never 


been clearly defined. Nor do we 
know, even roughly, which percent- 
age of the population would fall into 


each of these classifications. With 
no scientific conclusions available as 
to inflare, outflare and straight feet, 
it is believed that the adaptation of 
lasts or shoes to such feet would tend 
to be on a hit-or-miss basis. 

Legend: Feet are becoming larger 
because people are more physically 
active. 

Fact: Untrue. Feet are becoming 
larger simply because the average 
individual of each generation is 
taller and heavier. And the feet sim- 
ply take on proportional added size. 
While people today participate more 
in active sports, this is counter-bal- 
anced by the fact that we walk far 
less as we ride more. 

Legend: “Sneakers” are harmful 
to the feet if worn habitually. 

Fact: Unproved, and hence an un- 
warranted conclusion. This popular 
(though becoming less popular) be- 
lief is based solely on “theory” but 
lacks any scientific or clinical evi- 
dence based on factual and unbiased 
studies. 

Legend: Arch or heel wedges in 
the shoe “correct” pronation. 
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Fact: Untrue, as demonstrated by 
scientific findings. The heel wedge is 
important when specifically pre- 
scribed by the doctor — but the 
wedge itself is no magic answer to 
pronation. 

Legend: Children’s shoes should 
be fitted so that there’s one-half to 
three-fourths of an inch of “growth 
room” at the toe. 

Fact: Incorrect. Such fitting 
throws the rest of the shoe out of 
line in conformity to the foot. For 
example, a shoe fitted with three- 
fourths of an inch in extra length 
results in a faulty heel-to-ball fit as 
well as faulty fit at the heel and un- 
der the arch. Too much extra-length 
fit means that a child’s size 10 foot 
is fitted into a size 11% or 12 shoe. 
The result is an ill-fitting shoe. 

Legend: The toplift should “nor- 
mally” wear out directly at the back, 
and not at the back-outside corner. 

Fact: Untrue. A look at the heel 
bone reveals that it is more toward 
the outside—which means that the 
weight is normally borne at the 
back-outside of the toplift. 

Legend: The feet of small children 
need ankle support, such as via high- 
top shoes. 

Fact: Untrue, and unproved. The 
ankle (bones, joints, ligaments, ten- 
dons, circulation, nerves) needs full 
freedom from restrictions for 
healthy development. The ‘‘wob- 
bling” of the ankle in a small child 
is perfectly normal—just as are a 
baby’s first steps. No artificial “sup- 
port” is needed at the ankle to pre- 
vent this natural wobbling action 
which is essential to exercising of 
the ankle. While the hightop shoe 
serves a “practical” purpose in the 
case of infants, for they tend less 
to pull the shoe off the foot, it can 
at the same time restrict circula- 
tion of the foot via tight lacing. 

Legend: Feet need “support’— 
such as for the arch or instep or 
heel. 

Fact: Untrue—except where med- 
ically prescribed. The theory that 
walking or standing on hard ground 
surfaces requires some kind of up- 
lifting support in the shoe for the 
average or normal foot, is without 
scientific substantiation. There is 
abundant evidence to show that if 
the shoe is of correct shape, and if 
fitted properly the foot will develop 
or remain in good health without aid 
of artificial support. 


History and Development 
(CONTINUED FROM PAGE 46) 


these “doctor” shoes had any actual 
medical sponsorship). 

Most of the feature shoes of the 
Twenties and Thirties fitted to a 
pattern: heavy, dowdy-looking, of- 
ten clumsy, and usually expensive. 
The great majority were oxfords or 
ties to give “support” to the waist 
and instep. Virtually all had some 
kind of special shank-piece which 
was promoted as an “arch support.” 
In addition, there were special 
cookies, cuboids, metatarsal pads, 
special heels, extended counters, 
special lasts, resilient or cushion in- 
soles, etc. 

This was a remarkable, almost 
honky-tonk era in shoe business. The 
debates that appeared in print, in 
advertising and in lecture halls were 
rife. There were rabid “schools of 
thought” arguing the merits and de- 
merits of flexible versus rigid 
shanks; of outflare, inflare and 
straight lasts; of shortback and 
combination lasts. The theories and 
arguments concerning metatarsal 
pads, cuboids, wedging, proper 
tread, etc., blew in and out like 
erratic tornadoes. 

Many manufacturers hired correc- 
tive shoe “specialists” who went 
from city to city, appearing in stores 
for a full day, and locally advertised 
as a “nationally known foot and 
shoe-fitting specialist available to ad- 
vise you about your foot and shoe 
problems.” 

Manufacturers and retailers pulled 
out all stops in advertising this foot- 
wear. Advertised claims for correc- 
tive shoes reached exorbitant lim- 
its. It was no longer sufficient to 
say that the shoes relieved or pre- 
vented a long list of ordinary foot 
ills. Now things went amok. It was 
claimed that foot ills could or did 
cause an imposing and frightening 
list of bodily ills, including curva- 
ture of the spine, flat-chestedness, 
abdominal disorders, headaches, tilt- 
ed pelvis followed by displacement 
of reproductive organs, sterility, 
lung and heart ailments, impaired 
vision, constipation, sluggish circu- 
lation—yes, and even insanity. It 
arrived at a point where “fallen 
arches” were the least of the vic- 
tim’s worry, what with all the other 
horrifying consequences. 

(CONTINUED ON PAGE 78) 
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NOW: a zipper for 


Scovill develops a low 
cost way to heat-seal 
GRIPPER ZIPPERS 
into boots and shoes 
permanently! 


“CONVENTIONAL SIDE-OPENING APPLICATION” 


Note the open-mesh tape on 

this GRIPPER Zipper. This tape 

and a special plasticized new FRONT-OPEHING APPLICATION 
vinyl resin—both developed 

by Scovill—are the biggest 

news in plastic footwear 

today. They’re the secret of 

heat-sealing GRIPPER Zippers 

for the lifetime of plastic boots and shoes. 
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Until now, plastic footwear manufacturers have been plagued by zippers that 
tear or peel away. But with Scovill’s all-new tape and adhesive, GRIPPER 
Zippers can be heat-sealed to form a bond that lasts the lifetime of plastic 
boots and shoes. The new tape has a special open-mesh weave near the tape 
edge. This allows Scovill’s new plasticized vinyl resin to permeate the tape 
and create a lasting bond in the heat-sealing operation! It’s new! It’s fast! 
AND it’s economical! For complete information, see your Scovill representa- 
tive; or write Scovill direct. GRIPPER Zippers are a product of SCOVILL, 
Waterbury, Conn. Also makers of GRIPPER Snap Fasteners, 
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History and 


Development 
(CONTINUED FROM PAGE 76) 

At the same time, an increasing 
number of firms were producing, 
selling and advertising a growing 
variety of commercial foot-aids to 
relieve or remedy foot ills. The slo- 
gan, “‘When your feet hurt, you hurt 
all over,” became (and still is) a 
household term. 

Magazines and newspapers and 
radio increasingly presented stories 
or programs concerning foot ills. 

Never, with all this publicity and 
advertising, was a public made more 
foot-conscious. And never was a 
public more confused about its foot 
ills. The claims and counter-claims 
of advertising were so abundant and 
varied that a foot-sufferer found 
himself “experimenting” with first 
this, then that shoe. 

The doctors added no clarity to 
the situation, for they too were 
sharply divided into “schools of 
opinion” regarding the proper types 
of corrective shoes. 

Ironically, behind this voluminous 
outpouring of corrective-type shoes 
and theories was hardly a trickle of 
genuine research. While it was com- 
mon for ads to claim “years of scien- 
tific research” behind the product, 
the actual research, whether inside 
the shoe industry or within the fields 
of medicine and podiatry, was at 
best fragmentary and inconsequen- 
tial. As a result, the tower of Babel 
built on corrective-type shoes be- 
came a shrill cacophony of frenzied, 
argumentive voices that deafened 
and confounded the American public. 

Nevertheless, ironically, all of this 
was a “normal” pattern in an effort 
to find a road to maturity. The same 
blatant extremes had been expe- 
rienced in the patent medicine era 
of the medical profession; the same 
gross advertising claims used by 
many industries in their earlier 
days. , 

But the bizarre era of corrective 
shoes came to a close toward the end 
of the 1940’s. Here the Federal 
Trade Commission moved in with a 
determined hand, examining the 
shoes, the advertising claims, the 
“doctor” affiliations, etc. And soon 
followed a wave of “cease and de- 
sist” orders from the FTC. 

But the demise was hastened by 
other forces, as well. The shoe in- 
dustry itself began to feel that a 
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saturation point had been reached, 
and the tapering off began. The 
public, too, appeared to have reached 
a saturation point of unfulfilled 
promises. Also, shoe design had ad- 
vanced. It was found that many 
ordinary shoes, properly designed, 
properly made, and properly fitted, 
could provide the reasonable measure 
of foot well-being demanded and ex- 
pected by the majority of the public 
having normal or average feet. 

After World War II, the terms 
“corrective” and “health” and “arch 
support” and others with medical 
connotations were ruled out of com- 
mercial use under FTC order. 

And so came on the “‘feature’’ shoe 
—meaning a shoe containing certain 
features designed to give maximum 
foot comfort by virtue of special fea- 
tures. There is still a large segment 
of the population (though by no 
means a majority) seeking and need- 
ing “special” footwear with certain 
features—and yet not requiring an 
outrightly orthopedic or medical 
shoe. 

Thus, the feature shoe business 
has arrived at a maturity. The ad- 
vertising and promotion of such 
footwear is ethical and realistic to- 
day. Also, very importantly, design 
and other changes have brought on 
a different kind of shoe—still a fea- 
ture shoe, but lighter in weight, bet- 
ter styled, and generally better fit- 
ting and more comfortable. More 
genuine research has been put be- 
hind the design of this footwear. 

Thus, the modern feature shoe is 
a genuine advance and improvement 
over the former types. And it is still 
a very important part of shoe busi- 
ness because there are still millions 
of people to whom such footwear 
renders a valuable and helpful ser- 
vice. 


The Features 
of Feature Shoes 


(CONTINUED FROM PAGE 49) 
feature shoes the insole may be spe- 
cially “contoured” in closer conform- 
ity to the tread or shape of the sole 
of the foot. 

The outsole: In recent years, cer- 
tain types of outsoles, such as the 
Ripple Sole, have been used for ther- 
apeutic purposes, creating a springy, 
cushiony tread surface for sensitive 
feet. Special wedges are also some- 
.imes used on the sole of the shoe 
However, these are usually pre- 


scribed by the doctor and applied by 
a shoe repairman. 

The metatarsal pad: This is one 
of the most common features found 
in feature shoes. It’s a small, pear- 
shaped pad of felt or foam rubber 
at the ball of the shoe, designed to 
fit under the heads of the three mid- 
dle metatarsal bones, thus lifting 
the metatarsal “arch.” These pads 
may come already built into the shoe, 
or may be inserted afterward. 

The ‘cookie’: This is a common 
trade term meaning an arch pad 
under the inner longitudinal arch. 
It may come built into the shoe, or 
may be inserted separately. The pad, 
shaped as a half moon, may be of 
leather, fiberboard, foam rubber or 
felt. It may have variations, such 
as extending up under the waist or 
arch to give cup-like support. 

The heel cushion: For people with 
sensitive heels, a feature shoe may 
come with a cushioned heel seat. Or 
the cushion heel seat may be pur- 
chased separately and inserted. 

The lining: Many shoe linings to- 
day are specially treated to resist 
bacteria and deterioration from 
moisture and sweat acids. These hy- 
gienic linings are particularly help- 
ful to persons having excessive foot 
perspiration. 

Upper leathers: In feature foot- 
wear, two of the most common upper 
leathers used are kid and kangaroo. 
These leathers are lightweight yet 
very strong, have high porosity, and 
are ideal as “comfort shoe” leathers. 
However, many comfort shoes utilize 
other leathers, such as lightweight 
calfskin. 


The FTC and False 
Footwear Claims 
(CONTINUED FROM PAGE 57) 

that its footwear incorporated every 
important health feature known to 
foot-fitting science. The company 
was ordered to discontinue claims 
that its product constituted or was 
a “health” shoe and that its use 
would keep feet healthy and prevent 
or correct abnormalities or deformi- 
ties of the feet. 

In this and subsequent decisions 
the Commission has held: 

That an orthopedic or “health” 
shoe is one especially designed and 
constructed to cure, correct, or im- 
prove the abnormalities, diseases, 
or disorders of the feet of a par- 

(CONTINUED ON PAGE 80) 
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M E A R Ss R E V E A fs Ss Candy Stripe Flattie 


Mears “Vertical” 


66 **Continental” 
> French Louis Heels 
CCCI he Me. fig Mears GRECIAN Heel 
Plastic Heels 
VITALIFT Replaceable Toplifts 
MEARTHANE Toplifts 
**Superior”’ All-Steel Toplifts 
New ‘““SHANKLOK” Shallow-cup Heels 


Mears Heel offers every shoe manufacturer and finisher a 
fast-stepping ally in style leadership. Here is just a small sampling 
of the many new and fashion-keynoted heel and toplift designs 
which have come from Mears in just the last few months. And 


more are on the way! 


If there is a special styling, a new profile or a novelty design you 


would like to see, give Mears a call. 
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The FTC and False 
Footwear Claims 
(CONTINUED FROM PAGE 78) 


ticular individual. 

That, despite similarities in 
type, the foot troubles of particu- 
lar individuals vary. In no two 
instances are the problems exactly 
the same. There may even be dif- 
ferences between the two feet of 
the same individual. Thus, it 
ordinarily requires an orthopedic 
physician or one otherwise quali- 
fied in orthopedics to determine 
what type of orthopedic shoe or 
device, if any, is required to meet 
the individual case. 

That no one shoe—particularly 
no standard stock shoe even 
though of good construction—can 
be expected to deal effectively with 
the myriad of foot conditions af- 
fecting different individuals. 

In all, from 1949 to date, the Com- 
mission has issued 14 cease and de- 
sist orders against firms misrepre- 
senting standard stock shoes as 
health, orthopedic, or corrective foot- 
wear. Two other cases are pending. 

The Commission also has accepted 
47 stipulations from various shoe 
concerns which have agreed to dis- 
continue claims that their products 
have orthopedic or health features. 

Many more cases have been settled 
by administrative treatment when 
questioned practices were promptly 
and voluntarily corrected by the pro- 
posed respondents. 

Not a single complaint has been 
dismissed. 

Today, as a result of the Commis- 
sion’s actions, claims of orthopedic 
or health benefits have largely dis- 
appeared from shoe advertising. The 
staff of the FTC nevertheless con- 
tinues to maintain a watchful eye 
for any such advertising which may 
be misleading or deceptive. 


They Are Not the Same 


(CONTINUED FROM PAGE 51) 


it may specify that something special 
should be done with the shoe—a cor- 
rective measure such as applying 
wedges of certain size and specified 
locations on the sole and heel. Some 
shoe stores specialize in this kind of 
work. The shoe store’s relations in 
this respect are usually with the ortho- 
pedic surgeon, the pediatrician, or the 
podiatrist, or all three. 


80 


* The Feature Shoe: This is simply a 

shoe containing one or more special 
features designed to provide maximum 
comfort for feet with mild ills, or to 
permit normal foot development. 
While it is characterized by special 
features, in outward appearance it 
looks quite like any regular shoe of 
conservative design. Importantly, it is 
definitely not a “medical” shoe. In 
fact, many people without any trace 
of foot trouble prefer feature-type 
footwear. 

Special types: Into this category 
falls the so-called space or contour 
shoe which has won increasing popu- 
larity in recent years. Originally, these 
shoes were custom-made (and many 
still are), with each case having its 
own last made from a plaster cast, and 
then the space shoes designed accord- 
ingly. Such shoes range in price from 
$70 to $100 or more. 

The space or contour shoe is char- 
acterized by its peculiar (in relation 
to conventional shoes) design: a 
straight inner border, a broad and 
round toe, a sponge-type sole, a broad 
splay-shape forepart. The innersole 
conforms to the bottom of the foot, 
especially when the shoe is custom- 
made. The style is oxford. 

So popular have these shoes become 
that they are now produced on an 
in-stock basis. As a result, the price 
has been drastically reduced for such 
types, averaging under $20 a pair. 

According to most wearers, these 
shoes prove quite comfortable—pro- 
vided the individual can ignore the 
clumsy appearance which is devoid of 
any style appeal. However, as to their 
“medical” value, this remains a moot 
point. 

The Functional Last: From the 
standpoint of feature (non-medical, 
footwear, perhaps the most outstand- 
ing development in terms of research 
and scientific findings is the Func- 
tional Last. This was developed at 
the famous Gait Laboratory at the 
University of Rochester, under the 
auspices of Dr. R. Plato Schwartz and 
Arthur Heath, perhaps the world’s 
foremost authorities on human gait 
and its relation to feet and footwear. 
Over 30 years of continuous research 
(probably the longest concentrated 
foot research effort by any single 
source) has been behind this work. 


Out of this have come the now- 
famous “functional principles” ap- 
plied to feet, gait, lasts and shoes. 
And from this has developed the 
Functional Last. This is not a 
“branded” product in any sense, but 
is available and applicable to all 
types of footwear for all types of 
feet other than those requiring spe- 
cial orthopedic shoes. 


Commercial 
Foot Aids 
(CONTINUED FROM PAGE 54) 


was passing out of the picture. Re 
tailers learned more about the me- 
chanics of the foot—and something 
about foot troubles. 

A few retailers in this period car- 
ried small stocks of corn remedies, 
but most customers still went to the 
druggist for them. However, various 
commercial shoe fittings and foot 
aids gradually appeared. Some have 
since practically become trade terms. 
In addition to arch supports, these 
include metatarsal pads, bunion 
guards, corn plasters, and heel cush- 
ions. 

Production broadened and became 
more varied during World War I, 
probably partly due to the radical 
new fashions and their subsequent 
effect on the feet. By the 20’s, ad- 
ditional development was well under 
way. The emphasis on foot health 
programs and foot care in the ’30’s 
started the boom that is now accele- 
rating each year. 

It is difficult to estimate the to- 
tal sales volume of commercial foot 
aids. Any figure would be a guess, 
but it is safe to say that they are 
a multi-millon dollar business. The 
field is dominated by two major gen- 
eral producers and national adver- 
tisers who turnout an impressive list 
of appliances and aids. A few phar- 
maceutical companies produce some 
aids such as corn pads and various 
powders, balms, ointments, etc. Some 
concentrate on arch supports, spe- 
cial inner soles, or other specialized 
items. But there are only about a 
half dozen of any consequence in the 
smaller output field. A number of 
firms do a custom business in arch 
supports. 

Estimates of total distribution 
through the shoe retailer range 
from a third to a half of the total 
output. The major producers regard 


(CONTINUED ON PAGE 82) 
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NEW DESIGN CONCEPT-— THE SHOE-IN-MOTION 


For proper fit and perfect comfort, the ideal 
shoe conforms to the intricate movements of the 
human foot . . . and this means it must be flex- 
ible enough to give at the proper points, yet fit 
smoothly and comfortably throughout all motion. 


The modern and timely means to this ideal 
is ‘‘Lastex,’’ for this famous elastic yarn can in 
many ways help shoe designers create styles 
that truly fit the foot-in-motion. 


DESIGNERS: Investigate shoe fabrics or linings woven with Lastex, 
for in their use can lie the secret of your new shoe-in-motion. 


Textile Division 


US United States Rubber 


Rockefeller Center, New York 20, N. Y. 
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Commercial 
Foot Aids 

(CONTINUED FROM PAGE 80) 
the retail shoe dealer as the most 
logical outlet. He has the customer’s 
foot in his hands, it is pointed out. 
The potential foot aid market, they 
claim is limited only by the shoe 
retailer’s knowledge of foot trouble 
and his ability to detect it. The arch 
and insole market is cited as particu- 
larly ideal for the shoe retailer. 
Many can make much more exten- 
sive use of smaller appliances and 
aids than is now done, it is believed. 
This includes such items as tongue 
pads, pinch and bite pads, vamp bite 
pads, heel lifts, hold backs, and 
similar items which make for bet- 
ter foot comfort. Use and sale of 
such items represent potentialities 
and opportunities not available to 
the drug store or other outlet. The 
shoe retailer can do both the fitting 
and proper recommending. 

Commercial arch supports range 
from elaborate surgical supports to 
simple plastic models, including some 
specially made for children. Cush- 
ions and insoles are made to fit every 
type of shoe, with special designs for 
work, golf, tennis, gym, and other 
sports, and special purpose styles. 
Recently, manufacturers have fo!- 
lowed the style trend, by offering a 
wide range of colors in insoles and 
other products. 

The types of foot aids actually to- 
tal in the hundreds. They include a 
wide range of metatarsal cushions 
and pads, heel rests and heel cush- 
ions, heel liners, and hose protec- 
tors. In addition to the items men- 
tioned previously, these fall into the 
“aid in fitting” classification. They 
are promoted to help aid minor fit- 
ting problems. Other products fall 
into the remedy class and include a 
tremendous selection of cushions, 
shields, pads, etc., for bunions, ham- 
mer toes, corns, callouses, and other 
tender spots on the foot. Various 
salves, and ointments are also of- 
fered. During the past several years 
a tremendous market has been de- 
veloped for foot cosmetics. This di- 
vision includes powders, soaps, 
balms, lotions, and creams. Special 
products, designed to prevent or re- 
lieve perspiring, itching, or ath- 
lete’s foot include medicated pow- 
ders, ointments, soaps, deodorizers 
and fungicides. 
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Looking at the profit side mark- 
ups for retailers range from about 
33144 to as much as 45 per cent. 
Arch supports and other products 
requiring special fitting and atten- 
tion have the highest markup. There 
is a wide variety of display racks, 
with the trend running to large self- 
service units. These can be placed 
in any good traffic spot in the shoe 
store. 

One of the major producers, The 
Scholl Mfg. Co., has, for many years, 
offered a correspondence course for 
shoe retailers. It covers the basic 
mechanical structure of the foot and 
instruction in ways of detecting 
common foot troubles. Officials of 
Scholl, as well as other major pro- 
ducers, make a strong point of the 
fact that such troubles are caused 
chiefly by ill-fitting shoes. They 


point out that the aids can only re- 
lieve the ailments and troubles. Most 
foot suffering is needless, they in- 
sist, and can be remedied through 
proper fitting of shoes. 


The Foot Doctors 
(CONTINUED FROM PAGE 59) 


of many years past. After graduat- 
ing from high school, and in some 
cases also two years of college, he 
attends a podiatry college for from 
four to six years. Thus his profes- 
sional and technical education is 
quite extensive. (Note: at the same 
time, the long schooling required 
has been one reason why there has 
been a decline in the number of 
young people entering the profes- 
sion in recent years. It requires 
about the same length of time to be- 
come a dentist, and only a couple of 
additional years to become a physi- 
cian—and both of the latter profes- 
sions offer better income opportuni- 
ties for graduates.) 

The first poditary school started 
in 1900. The length of the course 
was only a few months. The first 
important podiatry school started in 
1912: The First Institute of Podi- 
atry, in New York. A year later, 
Dr. William Scholl started the IIli- 
nois College of Chiropody, in Chi- 
cago. Over the many years an esti- 
mated 15 chiropody or podiatry 
schools were launched. But, today, 
only six recognized colleges of po- 
diatry remain. 

Each year, a total of about 800 
students are enrolled in podiatry 


schools, with a total of about 270 
graduating annually. 

The rising educational and prac- 
tice standards of the podiatry pro- 
fession have won for it increasing 
medical and other recognition. To- 
day, podiatrists are on the staffs of 
hospitals in most major cities 
throughout the country. 

Now, what does the modern podi- 
atrist do in practice? What kind of 
foot ills does he treat, and how does 
he treat them? 

The modern podiatrist treats just 
about every conceivable foot disor- 
der, from removing the lowly corn 
to operating with major foot sur- 
gery. Depending upon the foot con- 
dition, there are three different ap- 
proaches to treatment: surgical; 
orthopedic or mechanical (foot 
strapping, arch supports, etc.) ; and 
therapeutic (the use of electrical ap- 
paratus, etc.). The public spends ap- 
proximately $80 millions a year of 
professional treatment by podia- 
trists. Incidentally, the podiatrist, 
before he can practice, must pass a 
state board examination and _ be 
licensed, just as a physician or 
dentist. 

Do other branches of medicine 
treat foot disorders? Yes. The phy- 
sician or general practitioner, the 
orthopedic surgeon, the pediatrician 
(a physician specializing in children 
—but sometimes confused with the 
podiatrist), and the osteopath. How- 
ever, only a tiny percentage of prac- 
titioners in these groups make any 
specialty of treating foot disorders. 

What is the relationship of the 
podiatrist in regard to shoes and 
shoe business? 

Ironically, though podiatrists are 
the foot specialists, the majority of 
podiatrists are found to have only 
small interest in and knowledge of 
shoes. Over the many years of school 
training, only a very tiny portion 
of the school curriculum is devoted 
to the subject of footwear. At the 
many conventions and scientific 
meetings of the podiatrists, the sub- 
ject of footwear is rarely presented 
on the program. It is seldom that 
an article on shoes is seen in any of 
the profession’s periodicals. 

This absence of shoe knowledge 
or interest has been repeatedly cited 
as one of the soft spots in an other- 
wise commendable profession—and 
particularly because shoes may bear 

(CONTINUED ON PAGE 84) 
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NOW...A SIMPLIFIED CONSOLE PULLER 
FOR SHOES LIKE THESE 


Ses 
he’ By : 


e Fewer Controls 

e Lower Cost 

e Easier Operation 
e Higher Production 





The United, Pulling Over Machine — Model C— 
presents a new concept of pulling over in a three 
pincer console type machine for flatties, loafers, 
moccasins, ballerinas, and slippers. If your shoes fall 
within this classification, the Model C Puller offers 
operating and production advantages at a low 
machine cost. For further information call your 

local United office. 


UNITED SHOE MACHINE RV CORPORATION 
BOSTON, MASSACHUSETTS 
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Educational Film Shows Children’s Shoe Construction 


THE intricate details of children’s 
shoe construction, from the cutting 
of the raw leather to the finished 
product, are described in a recently 
released educational film. The film, 
entitled “One Two— Buckle My 
Shoe,” shows exactly how shoes are 
made and also what they are made 
of. 

The film is unique in that it was 
produced for a shoe firm. It was re- 
cently introduced by the Green Shoe 
Mfg. Co., of Boston, and WGBH-TV 
Channel Two, Boston’s educational 
television station. It was created by 
the station on a grant from the 
Stride-Rite Shoe Company and was 
planned for both commercial and 
educational and consumer use. The 
original film has two sound tracks, 
one for commercial use and one for 
educational use. 

The commercial film, which in- 
cludes the name of the Green firm, 
is designed to be shown to retail 
sales staffs, department heads, and 
sales people to give them a new di- 
mension in shoe knowledge. It shows 
where Stride-Rite shoes are made, 
how they are made, what they’re 
made of, and who makes them. It is 
planned so that retailers will see 
how much goes into a shoe and why 
the product they handle is of impor- 
tance to them and to the community 
they serve. Films with the educa- 
tional script can be telecast over 
educational stations and also dis- 
tributed through P. T. A.’s, women’s 


clubs, and other organizations. 

The film opens with a picturesque 
setting of children and their toys, 
and leads into the fact of the need 
of each child for a sturdy pair of 
shoes. Throughout, the script places 
emphasis on the craftsmanship that 
goes into shoe making, that it is 
still largely a hand process. 

Shots are shown of the cutting of 
the soles, with closeups revealing 
how each is individually flexed, 
sorted, and graded, so that only the 
perfect ones are allowed to proceed. 
Cutting’ of the inner sole from a 
softer, more resilient leather, a flex- 
ible split, and attaching of the rib- 
bing, follows. The point is made that 
it is around this ribbing that the up- 
per part of the shoe is built, with 
great vare taken so that it is at- 
tached firmly and accurately. 

There is an explanation of the dif- 
ferent qualities in upper leather and 
the cutting out of the upper parts 
of a shoe. The lining for the upper 
is cut from a soft mellow leather 
that cushions the foot yet stands up 
to the wear of an energetic day. Fol- 
lowing stamping of the trade name 
and size in the lining, the story con- 
tinues with the assembling of all 
parts and the beginning of the shoe 
to take form. 

There is a view of the fitting 
room, where hundreds of machines 
guided by skillful hands shape the 
pieces of leather into a familiar pat- 
tern. A number of individual proc- 


esses are then shown. These include 
skiving of the leather, sewing of 


_reinforcing tape at all points of 


stress and wear, sewing of the lin- 
ing to the upper part of the shoe. 
The eyelets are riveted on, followed 
by the final stitching, the joining 
of the vamp and the quarters, and 
the lacing, the last step in the fitting 
room. 

The shoe upper is then followed 
by the camera to the lasting room 
where the process of joining it to 
previously cut inner and outer soles 
is shown. The purpose and impor- 
tance of lasts is stressed at this 
point, with close-up shots of the job 
of pullover. Such details as stretch- 
ing of the leather, curving of sides, 
heels and toes to the last, and stitch- 
ing of the leather welt to the inner 
sole are pictured. So are the insert- 
ing of the steel shank, the applica- 
tion of outer soles, and the attach- 
ing of the heels. There are also 
views of finishing, packaging, and 
cataloging in the factory stock room. 

The script of the commercial film 
includes mention of the firm and the 
Stride-Rite brand name, that the 
company employs over 1500 crafts- 
men, and that over 800,000 pairs of 
shoes in every size, style, and width 
are available in the stock room. 

The producer-writer of the film 
was Mrs. Sylvia Davis. The original 
score was by Prof. Edwin Fine of 
Brandeis University. 





The Foot Doctors 
(CONTINUED FROM PAGE 82) 


such a substantial influence in the 
cause and remedy of foot ills. There 
is general feeling that podiatrists 
have tended to largely ignore the 
role of shoes in foot health to avoid 
infringement of their professional 
status by anything “commercial,” 
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such as shoes. For example, the 
American Podiatary Association dis- 
courages podiatrists from stocking 
and fitting shoes in their offices. 
The relationship between the po- 
diatrist and retail shoeman has not 
always been cordial. The podiatrist 
feels that the average shoeman 
knows little about feet, yet will of- 


fer customers advice about foot ills 
and prescribe shoes for ailing feet. 
On the other hand, the shoeman feels 
that the average podiatrist lacks 
even basic knowledge about shoes 
and fittings—yet takes advantage of 
his professional status to prescribe 
shoes, determine fit, and otherwise 
presume authority on the subject. 
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Manufacturing News 
(CONTINUED FROM PAGE 69) 


create extra pair sales next spring and not as substitutes 
for the equally familiar pump types. These are still looked 
on as basic. Branded line manufacturers report that smaller 
retailers, who have been holding back, are beginning to come 
into the market in larger numbers. 


Los Angeles 


SHOE manufacturing in Southern California is doing all 
right. To date the effects of the steel strike have not been 
felt too much. However, it is generally conceded that the 
West Coast is the last to feel the effects of any major eco- 
nomic changes. Recessions start in the East and slowly 
spread to the West Coast. 

Excellent resort business has kept smaller specialty houses 
happy with their production requirements. The demand from 
retailers has been for black suede decorated flatties, vinyl 
combinations with jewels in Spring-o-lators and wedgies. 
White in calf for dress and in decorated flats for teensters 
has been popular all year. Blue and white, brown and white 
and all-white oxfords for the younger set are still selling 
strongly. 

White has turned into a basic for all seasons and never 
really goes off the shelves. This is largely because we have 
had no winter yet at all. Daytime temperatures have ranged 
in the high 80’s and even the nights are still warm. Somehow, 
white shoes seem right under such conditions. 

Winter shoes are selling moderately well but there is no 
particular rush to buy them. Sales have been spurred by the 
coming Holiday season. Slippers are beginning to come down 

(CONTINUED ON PAGE 87) 
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... When it keeps manufacturers 


married to the old idea that a fine shoe 
line is complete without at least 

one good Kangaroo pattern. 

Light, flexible, profitable, 

genuine Australian Kangaroo 

is available from 

William Amer Co. 

Surpass Leather Go. 
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since 1830 makers of furniture for public use 


THONET 


write for illustrated material. THONET INDUSTRIES INC. i 
One Park Avenue, New York 16, N.Y. 
SHOWROOMS: New York, Chicago, Detroit, Los Angeles, 


San Francisco, Dallas, Miami, Statesville, N. C. 
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BABY FEET 


GRIP .. 
GRASP 
FLEX .. 


they need— 


BABY SHOES 


family of Gonile 


PRE-WALKERS 


For the carriage age, 
soft, flexible hand-last- 
ed Buntees . . . let little 
toes grip and grasp. 
Moccasins were Amer- 
ica’s first baby shoe. 


INTERMEDIATES 


For the play pen stage 
Buntees give maximum 
foot freedom. Smooth, 
one-piece vamp, mould- 
ed counters and flexi- 
ble NIVTOP soles cover 
the foot without restrict- 
ing development. 


LEARN-TO-WALKS 


For romping, rambling 
and those first steps, 
Buntees maintain all the 
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Top and bottom lines are quickly 
set by ‘dialing’ —print from 
bands of rubber. Center line 
for less frequently changed 
data is metal type (also available 
with rubber slugs). Let us 

send information at no 
obligation to you. 


o Cost—in your 
store’s code 
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4 
BSR 1259 
Wy THE MONARCH MARKING SYSTEM COMPANY 


basic features of foot 216 South Torrence St. © Dayton 3, Ohio 


freedom, plus a Good- 
year stitched leather 
midsole for added sta- 
bility. 


Without obligation to me, please send information on Model 22 
Dial-A-Pricer, and sample labels. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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Manufacturing News 
(CONTINUED FROM PAGE 85) 


off the retailer’s walls and reps are busy filling in the holes. 
The sales momentum of these housewear items is expected to 
increase as Christmas approaches. Low cut under-the-ankle 
boots are moving well. 


New York State 


UpsTATE New York shoe manufacturers are not talking 
much about this year’s sales or production gains, but they 
are in general agreement that shoe business will register 
good gains in 1960. 

Irregularity in the second half of 1959 has tempered the 
highly optimistic statements of the average manufacturer 
about earlier sales gains. But representative producers report 
good interest and orders from most of the regional shoe 
shows. 

Top manufacturing executives’ forecasts for the new year 
tend to stress the basic soundness of our economy and the 
feeling that it will take more than a resumption of the steel 
strike to offset business gains from such factors as population 
increases, the high rate of business activity. 

Buying response to the spring lines bears out general satis- 
faction with the style picture and price structure, merchan- 
dising departments reason. Nevertheless, price is an endless 
source of debate in the trade and some manufacturers are 
said to be having trouble setting policy on how to handle 
declining leather and hide costs. Many factories are said to 
feel that present prices are about right. But if leather prices 
decline further, what then? 

Some shoemen advocate restoring some of the quality which 
was taken out during the price squeeze instead of adjusting 
prices downward. Work shoe manufacturers must contend 
with price cuts already put into effect by a few firms in other 
areas. 

Makers of rubber footwear find themselves in a more seri- 
ous competitive situation as foreign imports continue to grow. 
Higher tariffs are not the whole answer, according to the 
manufacturing head of a large company. Japanese factory 
wages are about ten per cent of those in this country, he 
pointed out, thus Japan can afford to pay high duties and 
still sell at low prices. 

Because the shoe industry employs a comparatively high 
number of workers in proportion to investment, it is more 
vulnerable to wage increases or the effects of low foreign 
wages, he commented. 


ARREAR VIEW MIRROR 


To prove that you can’t place too much faith in figures, 
there’s the sad tale of the man who drowned crossing a 
stream that averaged only two-feet deep. 


A witty reminder of indebtedness is one that is used by 
numerous business firms all over the country. It was orig- 
inated by an Omaha appliance dealer. The memo that ac- 
companies a year-old bill follows: 

“Dear Sir, A glance at the date of the original invoice will 
soon prove that we’ve done more for you than even your own 
mother—we’ve carried you for more than 12 months.” 


Estimates should often include an estimate of how much 
more it will cost than the estimate. 


A dream house is one that you dream will cost you no 
more than the contractor’s estimate. 


Living within your income is hard, but living without it 
would be even tougher. 
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Munrebeck 


FOOT-so-PORT 


OFFERS ALL THREE 








1. Longitudinal Arch 
2. Scaphoid 

3. Cuboid 

4. Metatarsal 


Strongest steel rigid shank 
will not break down under 
body weight. Excellent for 
brace work. 


ay 


Medial heel wedge is built 
in next to the foot for posi- 
tive results. Quality leather 
construction makes this shoe 
ideal for any additional 
wedging required. 


Custom Shoes For Disabled Feat 


We make more shoes for Polio, Club, and dis- 
abled feet than any other shoe manufacturer. 
Franchises available in certain areas. Write for 
details on a Foot-So-Port agency or department 
in your store. Write . . . 


FOOT-SO-PORT SHOE CO. 


DIVISION OF MUSEBECK SHOE CO., OCONOMOWOC, WIS. 





D R Fi W offers you 
the 4 finest-fitting 
FEATURE SHOES 


in America! 


These four proven styles are but a 
few from Drew's complete line of 
basic welt shoes, ranging in sizes from 
3 to 12 and widths AAAAAA to 
EEEE — backed by one of the most 
extensive IN STOCK services avail- 
able today ! 


Drew's exclusive ankle-fit lasts are 
prescribed by many leading Doctors 
everywhere. Basic prescription types, 
as well as fashionably styled good- 
fitting pumps, give you the selection 
necessary to fit today’s active women. 
These quality shoes retail at $14.95 
to $19.95, where volume is highest, 
and at EXTRA MARK-UP! Special 
financial assistance available to quali- 


fied persons. 


Basic walking shoes are the back- 
bone of any business, and Drew shoes 
increase your sales and profits 
SOUNDLY — with customer loyalty 
and steady repeat sales — not subject 
to chain store competition ! 


Write for FREE 
IN-STOCK catalog! 


DREW." | 


—— 


Nationally advertised 
in VOGUE and 


THE AMERICAN » 


JOURNAL OF NURSING 


pele A Al, (emo) i Mote) ite) 7 wale). 
LANCASTER, OHIO (NEW YORK OFFICE — 746 Marbridge Bldg.) 
(LOS ANGELES OFFICE — Room 881, Alexandria Hotel) 
DREW ® DR. HISS @® CANTILEVER-GROUND GRIPPER @ CELEBRITY GRADS 








THIS MONTH 


National Shoe Fabric Assn., Fal! 1960 
Trade Show, Hotel New Yorker, New 
York a December 15-17 

Allied Shoe Products Show, Fall and 
Winter 1960, New York Trade Show 
Building, New York December 15-18 

Leather Show, Fall and Winter 1960, 
Tanners’ Council of America, Statler 
Hilton Hotel, New York December 17-18 


JANUARY 
Philadelphia Wholesale Shoe Mart, 
Philadelphia Shoe Associates, Fourth 
St. area showrooms, Philadelphia 
January 10-12 
Twin City Shoe Guild, Shoe Fair, St. 
Paul Hotel, St. Paul, Minn. 
January 16-18 
Empire State Footwear Assn., Inc., An- 
nual Show and Convention, Onon- 
daga Hotel, Syracuse, N. Y. 
January 24-26 


FEBRUARY 


Pennsylvania Shoe Travelers Assn., Inc., 
Summer Shoe Show, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 

February 7-10 

Mid-Season Shoe Fashion Week, Na- 
tional Shoe Manufacturers Assn., Na- 
tional Shoe Retailers Assn., National 
Assn. of Shoe Chain Stores and New 
England Shoe and Leather Aissn., 
Waldorf-Astoria Hotel, New York 

February 14-17 
APRIL 


Southeastern Shoe Travelers, Inc., Fall 
Shoe Show, Dinkler Plaza, Henry 
Grady, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta April 24-27 

Mountain States Shoe Travelers Assn., 

Fail Shoe Show, Albany Hotel, 
Denver .. } ; April 24-27 
MAY 


St. Louis Fall Shoe Show, St. Louis Shoe 
Manufacturers Assn., Hotels Sheraton- 
Jefferson, Statler-Hilton and Lennox 
and St. Louis Merchandise Mart, St. 
Louis ae ......May 1-4 

North American Factory Management 
Conference and Shoe Machinery 
Show, National Shoe Manufacturers 
Assn. and Shoe Manufacturers Assn. 
of Canada, Netherland-Hilton Hotel, 
Canciumali, G)...555....% ..May 13-16 


™ - 


NSRA Promotion Calendar 


THE 1960 edition of the “Sales 
Promotion Calendar,” a 64-page aid 
to retail sales promotion and ad- 
vertising managers in planning and 
budgeting, is offered by the Sales 
Promotion division, National Retail 
Merchants Association (100 West 
31st St., New York 1). 

The Calendar provides day-to-day 
control for advance sales promotion 
and budgeting, plus detailed guid- 
ance in many areas of promotion. 
The desk-sized, plastic-bound book- 
let costs NSRA members $4; non- 
members, $8, and non-member re- 
tailers, $15. 
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-.-- Salesmen on the Road 





by BERNICE S. DECKER 


Remember Branch Buyers 


HERE’S a suggestion from the re- 
tail side of the street: Don’t neglect 
buyers in branches of downtown de- 
partment stores. Several branch 
store buyers have told us that they 
rarely see salesmen. 

It’s true that initial buys of 
basics are made down at headquar- 
ters. But new styles and novelties, 
as the season goes on, are often 
bought directly by the branch buyer. 

There are some marked changes 
going on in buying setups. We know 
of several large department stores 
that have shifted their buying head- 
quarters from downtown to one of 
the suburban or shopping center 
branches. This has happened within 
the past six months; it’s a trend that 
may well continue. 

Also, styles and kinds of shoes 
bought in branches vary consider- 
ably from those in the parent store. 
Hence, there is a gradual shift of 
responsibility in buying to the 
branch store. 

This shift from downtown to the 
suburbs and shopping centers is still 
underway. Watch this trend and 
cultivate those branch store buyers! 


Stress the Wardrobe Idea 


INDEPENDENT SHOEMEN has 
urged shoe travelers to help their 
retail accounts instill consumer pref- 
erences for buying shoes as part of 
a planned wardrobe. The advice 
comes in the latest booklet for trav- 
elers in the I. S. series, “Operational 
Know-How.” 

“Shoes are the foundation of the 
wardrobe,” the booklet says. “It is 
the duty of the shoe traveler to see 
that the shoes he is selling are worn 
with the ensemble that will show 
them off at their flattering best... . 
Tell the retailer how he can put this 
idea across and show him how the 
independent clothing merchant will 
cooperate with him.” 


Mileage Makers 


A SURPRISING number of shoe 
salesmen travel as much as 40,000 
to 50,000 miles a year. We’ve learned 
this from our own personal survey. 
Although it is somewhat limited, we 
believe it’s representative, for our 
information comes from men in all 
parts of the country. 

Most of those who run up the 35,- 
000 to 50,000 miles cover as many as 
eight or nine states. However, the 
number can be as small as three or 
four states out west, where distances 
are great. Or, the territory might 
involve just one or two states in a 
large metropolitan area. 


Send contributions to: Mrs. Bernice S. Decker, S 
on the Road Dept., 228 Gr 
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Salesmen who cover one or two 
states or some 10 to 20 counties seem 
to average about 20,000 to 25,000 
miles a year. The smallest mileage 
recorded was 15,000 for a concen- 
trated area within a state. 

Incidentally, most of the men re- 
porting also commented on the fact 
that increased costs and difficulties 
in traveling are among their major 
problems today. 


Local Prexies .. . 


Neil K. Shepard is serving his 
second round as president of Mid- 
west Shoe Travelers’ Association. 
He held the same office in 1957, was 
secretary in 1956, chairman of the 
board of directors in 1958. 

He started out in the shoe busi- 
ness by working part-time in a re- 
tail shoe store while still in high 
school in 1942. He served in the 
Army with the 8th Armored Divi- 
sion from 1944 to 1946. Back home, 
he again worked part-time at the 
retail end until graduation from 
Roosevelt University, Chicago, in 
1951, with a B.S. degree in com- 
merce. 

He represented the Doerman 
Shoe Manufacturing Company, 
South Milwaukee, Wis., from 1952 
to 1957. Has been with Blue Bonnet 
Shoe Company ever since. He’s a 
member of 210 Associates and Inde- 
pendent Shoemen. 





THIS issue of the REcorDER concen- 
trates on feature shoes. Therefore we 
thought it the proper time to highlight 
the career of a shoe traveler in that 
field exclusively. 

George C. Dame is cited by his own 
company, Foot-So-Port Shoe Company, 
of Oconomowoc, Wis., as one of the 
top-ranking shoe salesmen in the coun- 
try. For the past five years he has 


/ 


averaged over $14 million in shipments 
per year, with each year showing a 
gain over the last. 

He covers Wisconsin, Minnesota and 
the Dakotas area. He believes that 
“you have to live with your dealers to 
be a good salesman on the road.” His 
interest in his dealers extends to all 
phases of their business and in many 





SPOTLIGHTED SHOE TRAVELERS: George C. Dame 


instances, to their personal lives. 


He attempts to help them by provid- 
ing material and information on every- 
thing that will help them sell shoes— 
merchandising, advertising, display, 
personal contacts, demonstration, radio 
and television. Officials of his company 
report that in the area Mr. Dame rep- 
resents, more of the firm’s shoes are 
sold per population than in any other 
area in the U. S. 

In his home town of Appleton, Wis., 
Mr. Dame and his wife, Katherine, are 
active in community life. His favorite 
sport is football, particularly the Green 
Bay Packers; other interests are varied. 


He’s been with Foot-So-Port for 25 
years and is one of the original sales- 


GEORGE C. DAME 
men. He is also president of Midwest 
Foot-So-Port Shoe Stores, Inc. 
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Self-Selection Proves Popular: 


‘Style Shelf’ Profitable at Remodeled Shop 


SAN DIEGO, CALIF.—A recent 
$15,000 remodeling job at The Flor- 
sheim Shoe Shop on San Diego’s 
Broadway was carried out with 
one primary thought in the minds 
of co-partners Max Streicker, Ed 
Streicker and Don Seaman: 

The finished product would be 
built around, and give maximum ac- 
cent to, the idea of an interior style 
shelf. 

Now, attesting to the idea’s suc- 
cess, Ed Streicker says: In the two 
months after we opened the doors 
of the remodeled store, our sales 
rose in excess of 15 per cent.” 

Covering one wall of the store’s 
interior are three shelves upon 
which are displayed 90 different shoe 
styles. The shoes are neatly dis- 
played with tied laces. 

The styles are identical to those 
shown in the outdoor window dis- 
play area where most customers be- 
gin their shopping by looking over 
the offerings. 

Jim Hamill, the store’s manager, 
is enthusiastic over the results pro- 
duced by the interior style shelf. He 
aptly calls the idea “self-service in 
a grand atmosphere.” 

“Once the customer has_ seen 
something in the window he likes, 
he invariably goes directly to the 
shelf upon entering the store, and 
seeks out the style that caught his 
eye,” explains Mr. Hamill. “In the 





Crown Extends Money-Back 
Guarantee to Chicago Stores 

CHICAGO—The 15 Chicago area 
units of Crown Self-Service Stores, 
Inc., have adopted an “unconditional 
money-back guarantee” on all shoes 
sold. The chain’s five Milwaukee 
stores instituted the same policy a 
few weeks earlier. 

Crown officials claim theirs is the 
first footwear chain to offer such a 
policy. Robert L. Wolf, president, 
declared, “A one-year study of our 
sales shows a strong pattern of re- 
peat purchases.” He said the money- 
back offer is meant to attract new 
customers to self-service. 


90 


majority of cases the customer has 
sold himself, even before he sits 
down for a fitting.” 


Less Time Per Sale 


The San Diego store has found 
it now requires from one-third to 
one-half the former time to com- 
plete a sale. 

“But that’s not so important,” 
Mr. Hamill is quick to point out. 
“What is important is that the style 
shelf invites customer inspection. 
So consequently the customer 
doesn’t mind waiting if there are 
more customers than salesmen in 
the store at some particular time.” 

In addition, the style shelf has 
encouraged customers to come in 
and browse without feeling they 
have to buy. 

“An example of this,” manager 
Hamill says, “was the customer we 
noticed who came in twice in one 
week to look over the style shelf. 
Finally, at the end of the week he 
came back. Without hesitation he 
pointed to a particular style and 
told us, “These are the ones I 
want.’ ” 

A further benefit derived from 
the style shelf system is the chance 
it presents to sell other items. At 
opposite ends, and in front of the 
shelf, are two attractive circular 
mahogany tables with a single 
bronze lamp in the center. Upon 
the tables, arranged in an attrac- 
tive fashion, is men’s hosiery. 

“It just seems natural for a man 
to pick up a couple pairs of socks 
from the table while he’s at the 
shelf,” says Mr. Hamill. Hosiery 
sales are reported to have jumped 
25-30 per cent since September. 


Buffalo Group Picks Officers 


BUFFALO, N. Y.—Adolph Jasin- 
ski was elected president of the 
Greater Buffalo Shoe Retailers As- 
sociation at the annual meeting here. 


He succeeds Francis G. Hall. Other 
officers are: vice-president, Lee Si- 
dell; secretary, John N. Mueller, and 
treasurer, Benjamin Etkin. 


Anderson Moves Up 
To Kinney Presidency 


NEW YORK—Clifford O. Ander- 
son has been elected president of 
G. R. Kinney Corporation, succeed- 
ing the late George L. Smith. 

Mr. Anderson had been serving 
as executive vice-president of the 


CLIFFORD O. ANDERSON 
500-store nationwide chain. Earlier, 
he was successively general sales 
manager, vice-president and general 
merchandise manager. He _ joined 
Kinney in 1930. Mr. Anderson is 
active in many shoe trade organiza- 
tions. 

Mr. Smith, his predecessor in the 
presidency, died November 14 at the 
age of 55. 

(CONTINUED ON PAGE 108) 





Philadelphia Wholesale Mart 
Slated for January 10 to 12 


PHILADELPHIA — Thirty-three 
members of the Philadelphia Shoe 
Associates will take part in the semi- 
annual Philadelphia Wholesale Shoe 
Mart here, January 10-12. Complete 
lines for spring and Easter selling 
will be displayed in the companies’ 
Fourth Street area showrooms. 

Refreshments and prizes are 
planned by a show committee con- 
sisting of Herman Davis, Ideal Shoe 
Company; Herman Cohen, L. C. Shoe 
Company, and Josh Kimmelman, 
Vanity Shoes. Joseph Grunfeld of 
Hill Shoe Company, secretary and 
publicity chairman, said “ample free 
parking” will be available. 
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Grand Central’s ‘Hanging’ Store 


Ramp at Grand Central Station carries pedestrian traffic 
past Kitty Kelly unit. The chain rented “air space" from the 
railroads, suspended its new store from ceiling of the station. 


NEW YORK—The Kitty Kelly 
chain has added something unique 
to the Grand Central Station shop- 
ping area: the world’s first “hang- 
ing” store. 

The store, just inside the sta- 
tion’s 42d St. and Vanderbilt Ave. 
entrance, appears as an illuminated 
hanging glass shoebox braced in 
mid-air. Unable to build from the 
ground up because of the _ steel 
beams of the New York Central’s 
roadbed, architect Jose Fernandez 
instead suspended the store from 
the ceiling of the terminal. 

There is sound logic in the store’s 
location. Office workers pour into 
the area each day via the railroad, 
the buses and the subway. As these 
commuters flow up a ramp from the 
street to the terminal’s upper level, 
they pass the new store. 

Evidently a substantial number 
are stopping to shop. Since the 
store’s opening during October, 
traffic and sales have been better 
than was anticipated. Customers 
have included both the commuter 
and the out-of-town tourist. 

To catch the commuter both com- 
ing and going, the store is open 
from 8 a.m. to 8 p.m. During the 
“in-between” periods of the morn- 
ing and afternoon, the tourist trade 
accounts for a large part of store 
traffic. 


December 15, 1959 


Most of the customers are new- 
comers to Kitty Kelly, the manage- 
ment says, rather than persons who 
formerly shopped at some other unit 
of the chain. The new shop is said 
to have greater selling potentials 
than the others: larger selling area 
and twice as much window space. 

Managing the Grand Central 
store is Eugene Brown, who has 
been with the firm for 20 years and 
has managed its larger, more im- 
portant stores for 14 of those years. 

The “hanging” store features wo- 
men’s dress shoes ranging in price 
from $6.99 to $10.99 (with a base 


Attracts Commuters and Tourists 


Interior of Kitty Kelly store is spacious. Prominent architect 
Jose Fernandez, who designed the inside as well as the sus- 
pension technique, stressed simplicity, used pastel colors. 


price of $7.99), and casuals at $4.99. 
According to Mr. Brown, the store 
is producing a “good” percentage of 
multiple sales. In this location, cus- 
tomers are likely to respond to im- 
pulse buying—and apt to buy two 
pairs at a time. 

Ben Kellner, president of the 
Kitty Kelly Shoe Company, says, 
“We think our best weapon is our 
merchandise. We pride ourselves on 
being one of the fastest style mer- 
chandisers in our price range. Peo- 
ple will look at the windows, but 
you must have merchandise that 
they want to buy at a price they 
want to pay.” 





Closed-Circuit TV Informs Salesmen When Shopper Enters 


PANAMA CITY, FLORIDA—The 
southern shoe industry’s most un- 
usual “silent salesman” is simplify- 
ing selling operations in the family 
shoe department of Schneider’s, a 
department store here. 

Installed originally as a safeguard 
against shoplifters was a closed-cir- 
cuit TV system, whose electronic 
eye constantly scans the first floor 
of the store. The system permits 
management, from an office at the 
rear, to watch the entire store si- 
multaneously on the glowing screen 
of a TV monitor set. 

With pilferage at an all-time high, 


and many departments in the store 
carrying small, easily - pocketed 
items, the TV equipment represented 
an expensive investment, but it has 
quickly paid for itself. 

It wasn’t long before clerks in the 
shoe department realized that the 
closed-circuit system was a simple 
means of noting whenever a cus- 
tomer walked into the shoe depart- 
ment, even though all personnel were 
busy in the stockroom behind. Now, 
it is no longer necessary to keep one 
salesperson on the alert in the 
men’s, women’s and children’s shoe 
departments. 





Phila. Orthopedic Shoeman Gets a Patent: 
Reusable Last Developed for Problem Feet 


PHILADELPHIA—A simple 
method of making plaster molds and 
reusable lasts for problem feet has 
been developed by a long-time or- 
thopedic shoemaker here. 

Harry Kaplan, who operates the 
Arch Master Shoe Store at 1217 
Walnut St. in downtown Philadel- 
phia, has spent his adult life mak- 
ing and fitting footwear for persons 
suffering with foot problems. He 
has been evolving his present 
method since 1930. 

As a youth in his native Poland, 
Mr. Kaplan was conscripted for 
forced labor by the Germany army 
during World War I. While carry- 
ing heavy loads of stone for road 
building he suffered a twisted in- 
step which has been chronically 
painful. 

After apprenticing as an uppers 
maker and designer, Mr. Kaplan 
came to the United States in 1920. 
Dogged by his own foot ailment, he 
soon found his way into orthopedic 
shoe selling and shoe making. 


Harry Kaplan, orthopedic shoemaker 

and inventor, prepares to apply wet 

plaster to client's feet. Level across 

knees assures compensation for possible 

shorter leg, prohibits movement. Clamps 

on ankles lock feet in position. Toe box 
is used. 


Long years in the orthopedic shoe 


business convinced Mr. Kaplan of 
the need for a speedy, simple, accu- 








Look to 


For the Finest Quality 


ARCH SUPPORT SHOES 


Filling doctors’ prescriptions and correction work can be an impor- 
tant and profitable part of your Juvenile business. 

Ephrata gives you a complete coverage of basic Arch Support 
Styles, backed by a strong line of fine quality Junior Welts and 


Goodyear Welts. 


All Arch Support styles have a: 


STEEL SHANK 


I. Built-in Wedge 

2. Long Inside Counter 
33. Snug Fitting Ankle 

4. Snug Fitting Waist 
5. Free Fitting Ball 

G. Ample Toe Room 

7. Thomas Heel—Infants’, 
Child's, Misses’ 

Right and Left Quarter 
Patterns 

9. Combination Lasts 
10. Full Grain Upper Leather 
11. Genuine Leather Soles 


Build a future on your fitting skill by selling Ephrata unsurpassed 
quality under your own brand name. Write for catalogue. 


EPHRATA SHOE COMPANY EPHRATA, PENNSYLVANIA 
New York Sales Office, Room 635, Marbridge Building 








rate method for making a mold of 
a problem foot. 

He also wished to save patients 
the expense of having a new mold 
taken for each pair of shoes. As 
explained by Mr. Kaplan, standard 
practice has been to break a plaster 
last in order to remove it from the 
newly made shoe. Since the mold is 
also broken in the process of last 
making, the patient must have a 
new mold made whenever he wants 
another pair of shoes. 


How Method Works 


Mr. Kaplan’s method is as fol- 
lows: The knees are leveled and 
gauged so that any difference in the 
legs of the client will be compen- 
sated for in the finished last. 

The feet are placed on foam rub- 
ber mats and wedges are used to 
raise the heel to the desired heel 
height. The wedges also serve to 
orient the last according to the con- 
figuration or slant of the particular 
foot. A conventional toe box is then 
placed in position. 

Plaster of paris is applied be- 
neath and around the foot. After 
hardening, the plaster mold or shell 
is removed in two sections. The 
sections are then joined and made 
ready for the casting of the last. 

After the mold is removed from 
the hardened last, the last is cut 
transversely and a sheet of leather 
inserted between the two parts. 
Bolts cemented in the last and se- 
cured in a steel plate hold the two 
parts firmly during the making of 
the shoe. 

To remove the last from the com- 
pleted shoe, the bolts are with- 
drawn, the leather sheet is removed 
from between the two parts, and the 
heel portion of the last is moved 
forward and brought out of the 
shoe. The shoe itself is then 
brought forward and removed from 
the forward portion of the last. The 
last may then be reassembled for 
reuse. 

Mr. Kaplan retently was awarded 
a patent. He is now marketing his 
method and is demonstrating it be- 
fore chiropodist and orthopedic 
groups. 

“TI want to distribute my device 
to any shoe concern that believes in 
giving foot comfort to its custom- 
ers,” he says. “The investment is 
very little and many customers can 
be helped.” 
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¢ Retail Openings 


Chandler’s Erects ‘Showcase’ Salon in Chicago 


National Shoes, Inc., which plans 
200 units by 1961, has reached the 
165 mark. Stores have been added 
recently in Nanuet, N. Y.; the 
Shoreview Shopping Center in the 
Canarsie section of Brooklyn; Pe- 
tersburg, Va.; the Delano Village 
Shopping Center at Lenox Ave. and 
139th St., New York City; Bergen- 
field, N. J., and Dover, Del. 

Opening of the Dover unit marks 
National’s entry into its eight state. 
All the stores are along the East- 
ern Seaboard. 

e * e 

Le Dante Shoe Salon, a store spe- 
cializing in cancellations, has been 
opened in Chestnut Hill, Mass., by 
Gus Baker and Joseph Romano. 

a J ° 


A huge show window both inside and out: that's the design concept behind a 
Chandler's French Room salon being built on Chicago's State Street. Architects 
gave one-story store a two-story glass facade opening up the entire interior to 
the street. To provide maximum expanse of uninterrupted glass, horizontal and 
vertical structural supports in show windows are eliminated. In upper portion 


of facade, shoes will be displayed against background of drapery. 


Norton’s Shoes, a family-type op- 
eration, has been opened at 9303 
Watson Rd., St. Louis County, Mo., 
by Herbert D. Sterneck, a 22-year 
veteran of shoe business. He for- shoes in addition to its women’s dium-heel walking, dress and com- 
merly had a store in Peoria, Ill. and children’s lines as the result fort shoes. The new store has 650 

of a Bio of a move to a larger store. Mr. square feet of selling space and 

The Walking Shoe, Inc., in Bing- and Mrs. Harry Sall own the firm, seats 23 customers, compared with 
hamton, N. Y., has added men’s which specializes in low- and me- 17 in the old store. 





EVERY WOMAN OVER (?) IS A 
PROSPECT FOR DICKERSON SHOES 





The “correct shoe’? market is a big 
and growing market. And as a Dicker- 
son dealer you can profit from it. 


HERE’S WHY 


Dickerson is not a ‘‘Johnnie-come-lately”’ in the 
field. They’ve specialized in the manufacture of 
correct shoes for women since they were founded 
in 1930. As specialists, they have the lasts, the 
design know-how, and the skilled personnel it 
takes to produce a shoe that will fit your cus- 
tomers to a “‘T”’. 

And, because they are specialists, they know 
how to make correct shoes unusually attractive- 
looking to your customers. 


HERE’S WHY DICKERSON SHOES ARE SO 
COMFORTABLE 


All Dickerson Shoes feature a small live rubber 
cushion to help protect parts of the foot from 
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shocks and pressures; Swedish clock-spring steel 
shanks for a more lively arch support; and welt 
construction, a feature not seen in cheaper shoes. 

Dickerson’s three basic shoe constructions — 
ARCHLOCK, ARCH-RELIEF, and FLEX-WALKER — 
give you a style range to satisfy any correct shoe 
prospect. 

For complete details and a FREE catalog of 
Dickerson correct shoes, write today to The Walker 
T. Dickerson Company, 326 S. Front St., Colum- 
bus 15, Ohio. 


THAT'S REALLY COMFORTABLE 








New York Office——417 Marbridge Bidg., 47 West 34th St. 





One-Floor Location Sparks Midwest Show 


CHICAGO — Attendance at the 
Midwest Shoe Travelers’ four-day 
Spring Market showed a slight in- 
crease over that of any similar show 
held here in the past. Sunday’s at- 
tendance was the greatest at any 
Midwest Travelers’ show here in the 
last five years. Traffic-wise and 
business-wise, this was an active 
show. 

Visiting retailers and the 58 ex- 
hibitors alike were happy about 


their new, single-floor operation on 
the seventh floor of the Palmer 
House. 

From most retailers came reports 
of a busy fall season. They were 
looking ahead to a favorable selling 
period in the spring, provided the 
steel strike does not resume in the 
meantime. They bought both fill-ins 
and spring shoes, with delivery dates 
on the latter starting around Janu- 
ary 1. 
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In women’s shoes, black, black 
patent and bone were buyers’ top 
preferences. Some blues and reds 
were also selling. Pastels for spring 
selling were being bought early. Fill- 
in buys were mainly on formal-type 
footwear for holiday party wear. 

Delivery dates on spring shoes 
varied from January to March, with 
most retailers desiring a late Feb- 
ruary delivery. 

Good reaction was noted to a wo- 
men’s casual dress shoe with stacked 
heel and crepe sole. Offered in half 
a dozen colors, this style was con- 
sidered ideal for the afternoon trip 
to the store. 

Exhibitors of men’s shoes reported 
slipons gaining, sueded sport shoes 
doing well, but nylon mesh declining. 
Plain-toe, three- or four-eyelet 
bluchers were selling. With the new 
Continental look, plain toes seem to 
be more active. 

Styling trended toward the nar- 
row toes in preference over any 
square toes. The lightweight look 
and feel was characteristic in all 
lines. In accordance with the lighter 
weight, edging on soles was being 
kept close. Hidden gores were be- 
coming popular, as were small orna- 
mentations on most slipons. Many 
shoes carried black sole edges even 
with brown uppers. 

In casuals, lighter shades such as 
bone were gaining a place. One re- 
tailer from Gary, Ind., a steelmaking 
center, said sales of casual sport 
shoes showed an increase during the 
strike. 

Boys’ shoes on display at the show 
revealed a trend toward footwear 
“just like dad’s.” Styling adhered 
to the Continental look. One addi- 
tional note was the growing popu- 
larity of loden green. 


FARBERIZED WELTING 


It's pliable — readily molds to the shoe 
... lies flat — resists shrinking, cracking 
and curling .. . and it retains its shape and 
temper for the entire life of the shoe. Our 
exclusive Farberizing process replaces 
water soluble tannins with a special com- 
pound which seals each fibre against 
moisture, yet maintains the porosity of 
the leather. 


For little girls, patent leather 
party shoes were still very strong. 
Nylon velvet also was popular, with 
red a new addition. 


Framework 
for 


Atkins Interview Broadcast 


NEW YORK—A taped interview 
on popular price shoe fashion trends 
for 1960 is being broadcast on vari- 
ous radio stations throughout the 
U. S. this month and next. Discuss- 
ing the new styles is Edward Atkins, 
executive vice-president of the Na- 
tional Association of Shoe Chain 
Stores. The interview was originally 
heard on New Year’s WMCA late 
last month. 


Famous 
Footwear 


FARBERIZED WELTING gives you more for your money! 


L. Farber 


160 FREMONT STREET 


4 


WORCESTER MASS 
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e About Shoe People 


Irving D. Brown, president of 
Coward Shoe, Inc., and John Lay- 
cock, sales manager of Sterling 
Last Corporation, have been reap- 
pointed co-chairmen of the boots 
and shoes divisions of the New York 
City Cancer Committee’s 1960 April 
Cancer Crusade. 


Saul Schiff and Isidore J. Gold- 
zimer of A. S. Beck Shoe Corpora- 
tion, and Murray Rosenberg of 
Miles Shoe Company attended the 
annual trade dinner for the Federa- 
tion of Jewish Philanthropies of 
New York, recently. The dinner 
climaxed a fund drive. 

e e e 

Moses Shapiro, a long-time Au- 
burn, Me., shoe dealer, and his wife 
observed their 50th wedding anni- 
versary recently. Mr. Shapiro op- 
erates the J. J. Shapiro & Brother 
Clothing and Shoe Store, which has 
been in the same location for 68 
years. 

. e * 

Earl Rash, former manager of 

the Columbus, Ga., unit, has been 


made manager of Schiff’s new store 
in the Moreland Center at Atlanta. 
The new store is the chain’s third 
in the Greater Atlanta area. 


Oscar Krawitz, a buyer for The 
Fair Store in Chicago, has been 
named chairman of the retail shoes 
group for the 1960 March of Dimes’ 
Cook County, IIl., Chapter. 


Ralph Pardo, who served as a 
store manager in the Edison Broth- 
ers organization for 12 years, has 
opened a_ store in Indianapolis, 
Ind., carrying women’s popular 
price shoes. The new store, called 
Jubilee Shoes, is on the former site 
of the Jolly Step Bootery, which 
moved to a shopping center loca- 


tion. 
” i e 


Ed Gmiter was named as Wohl 
Shoe Company’s manager of the 
Shoe Salon in Younkers Depart- 
ment Store, Des Moines, lIa., after 
Wohl took over all shoe depart- 
ments of Younkers. Ed Johnson 


Russell Anderson continues as 
manager for budget shoes and 
Harry Brownstein as basement 
shoe manager. These three units 
have been leased to Wohl for sev- 
eral years. Now Wohl is operating 
all 18 shoe departments of the 
Younkers chain in addition to 
those of the main store. 
a e se 
Lenox Hummel resigned as man- 
ager of Nelson’s Shoes, Ottumwa, 
Iowa, to become shoe department 
manager of Stamfer’s department 
Store, Dubuque, Iowa. 


In Allied Fields... 


Kivie Kaplan, treasurer and gen- 
eral manager of Colonial Tanning 
Company, Inc., Boston, has been 
named to a newly formed National 
Advisory Council of prominent 
leaders in the Jewish community. 
The council was organized to pro- 
vide a reservoir of “statesmen” for 
the U. S. Synagogue’s growing role 
in national and international af- 
fairs, according to an announce- 
ment by the Synagogue Council of 


remains manager of men’s shoes. America. 





THESE 


Perforated one-piece leather 
quarter linings . . . built-in 
leather Arch Protector 


Uylon Stitched! 
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»BABIES & INFANTS SHOES 
™ ARE 

BUILDERS OF 
YOUR FUTURE! 


RETAIL PROFITABLY AT 


$395 to $495 


860 — White elk, leather 
soles. 

B,C, D....2°5; 54-8 
870 — Brown, same as 
#860. 
C,D..2-5;B,C,D..5%-8 
863 — White, for fat 
ankles, same as #860 
E...2-5;5%-8. 


862 — White elk leather 
soles. 

B, C.D, E...2-5;5%-8 
882—Red, same as #862 
C, D, 2-5: B,C, D, 5%-8 
872 — Brown, leather 
soles 2-8, Neolite soles, 
8% -12. Same as #862. 
C,D,€...2-5; 
B,C,0,E...5%-8; 
B,C,D...8%-12 


STEP MASTER SHOES, 


Complete customer satisfaction is built-in... in 
wear, value, fit and special features! Creating 
this kind of satisfaction with new babies and 
mothers builds customers for years to come! 


UNLINED PERFORATED VAMP 
QUICK-ON® HIGH SHOES 


861 — White elk, velvet finished chrome bend leather 
soles. B...3-5;C,D...1-5 


INC., GREENUP, ILL. 


95 





Traffic Surpasses 58 
At Oklahoma Showing 


By ELSIE VAN HORN 

OKLAHOMA CITY, OKLA.— 
Most of the 70 exhibitors at the 
Mid-Continent Travelers’ Spring 
Shoe Show found that traffic showed 
an increase over last year. Most, 
too, were well satisfied with orders, 
although a few voiced disappoint- 
ment. 

E. J. Eichhorn, 
executive secre- 
tary of the Travel- 
ers, conservatively 
estimated atten- 
dance at more 
than 350. Sunday 
traffic was unusu- 
ally heavy. 

Most retailers 
bought spring 
styles with confi- everett Pp. NELSON 
dence in a good °° . Heads Travelers 
season ahead. A few, with heavy 
inventories on hand, bought cau- 
tiously. There were the usual fill- 
ins to care for the winter and holi- 
day trade. 


In children’s shoes the always 
strong basic patterns vied with the 
new and dressier styling. In addi- 
tion to the popular swivel and other 
strap styles, nylon velvet ties moved 
well. Patents again showed impor- 
tance in spring styles. Gray bucks 
for little boys drew considerable in- 
terest. 

In addition to the usual heavy 
demand for blacks in growing girls’ 
and misses’ lines, colors ranging 
from neutral shades to bright blue 
and tangerine (or orange) sold 
well, mostly in flats but some in 
little heels. In this category, cha 
cha boot styles drew much interest. 

Black patent and bone led in 
women’s dress shoes, with some pas- 
tel shades moving, particularly 
orange. Sales in greens and reds 
were very slow, practically nil. Some 
buyers included a few whites to be 
sure of something to start showing 
in March for the pre-Easter trade; 
they were recalling past experiences 
of slow deliveries on late orders. 
More little heels sold, with Queen 
Anne or squash type gaining in fa- 
vor. High heels played an impor- 
tant part, too, in women’s high 


styles, but the trend seems growing 
toward mid-heels. 


Double and Single Needles 


Stacked heels also were impor- 
tant. In toes, demand centered on 
double and single needles. The mod- 
ified toes moving were mostly in the 
lower-price brackets and_ basic 
styles. 

Women’s casuals of all types sold 
well, including sandals and wash- 
ables. High wedgies, low wedgies 
and barebacks were in demand. 
Straws drew high favor. Newest 
popular wave was for the all-gold 
effect in various styles. Italian-type 
sandals were strong to counter the 
Japanese thong craze which hit last 
year. 

Only in men’s shoes was an in- 
crease in prices apparent. But buy- 
ers offered little resistance. The 
wing tip is staging a comeback in 
men’s styles, one salesman. empha- 
sized. However, plain toes and 
stitch-and-turn moccasin types were 
stressed as well. Increasing interest 
was shown in slipons in both casu- 
als and dressy-casuals. In men’s 
dress shoes, black was followed 








Superior box toes 
that maintain 


their shape 


every mother loves 


Her children — 


and Our 


Premium bottom 
filler which will not 
bunch or creep 


Flexible, extra 
thick full-grain 
leather outsole 


Extra strength 
with premium 
leather welting 


Premium grade 
upper leathers 
that look and 
wear well 


Thomas heel 
scientifically 
flanged with 
inside wedge 


Palmyra, 


special feature 


FOOT — 


The shoe with more 
quality, more flexibility— 
more genuine sales appeal built into it. 


the 


solid value 


shoe 


_w. L. KREIDER'S SONS MFG. co. | 


Pennsylvania 


Extra strong 
napped vamp 
linings 


Top grade premium 
leather insole for 
extra flexibility 


Long inside counter 
for additional 
support 


Tempered steel 
shank for extra 
arch support 


Top grade full- 
grain leather 
quarter lining 


Goodyear welt 
construction a mark 
of superior quality 


Wide range 
of sizes, styles 
and widths 
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We Offer Quality Jobs, Cancellations 


and Closeouts in Branded Footwear to 


rrorala-Virohatels 


shoe stores, drive-ins and 
shoe promotion buyers 


Our prices on fine shoes, 


bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


makers are in line with our 


nationwide reputation 


Quality Shoes Since ‘32 : 
M. K. WEIL Shoe Company 
“While in Town See Weil” 
1215 Washington Ave., Saint Lovis 3, Mo 


Sample Rooms: Los Angeles * New York 





closely by the deep brown shades, 
with shadow-tone and char brown, 
the most popular. 

In men’s leisure-type_ shoes, 
lighter weights in bone, maple and 
honey moved well. For young men, 
two-tones drew interest, with black 
and white, and two-tone Bahama 
leading. The ventilated type for 
summer showed importance, and a 
few whites were sold. Demand was 
for conservative lasts in men’s 
shoes, with little if any desire for 
points. 


Boots in Demand 


Boots are important in Okla- 
homa; per-capita sales are said to 
be greater there than in most other 
states. An unusual demand for im- 
mediate delivery showed up, not 
only in rough-duty types but for the 
western style. In this category, the 
14-inch stovepipe or the square-cut 
top style led sales, with the 12-inch 
following closely. Color insets 
seemed growing in popularity with 
all ages. White trim led with blue, 
gold, orange and red showing im- 
portance. For ladies, the all-white 


or white with gold led sales. 

In children’s boots the color con- 
trast was all important, and demand 
centered on the tapered toe, with 
the square-cut or blunt toe com- 





The Little One Is for Kids 


There are two front doors at Vaughan's 

Children's Shoes, San Diego, Calif. Tiny 

Dutch-type door at lef+ is the children's 

entrance. Owner E. V. Vaughan says the 

store's greatest boosters are the chil- 

dren—with them the "little door" has 
become popular. 





WELLCO SHOE CORP. Waynesville, North Carolina 
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pletely passe even with children. 
Matched lines for the whole family 
are proving of particular interest to 
the consuming public. 

The Mid Continent Travelers 
elected and inducted the following 
officers: president, Everett J. Nel- 
son of Jarman Shoe Company; vice- 
president, Elmer H. Neil, Brown 
Shoe Company, and treasurer (re- 
elected), Mrs. Norton R. Thompson, 
whose husband represents Fortune 
Shoe Company. 

Mr. Eichhorn, a_ representative 
for Wohl Shoe Company, was re- 
elected executive secretary, a posi- 
tion he has held since the associa- 
tion was formed in 1947. 


*Trade-In’ Sale at Scranton 


SCRANTON, PA. — Bond Shoe 
Store went after business with a 
“trade-in” promotion, allowing $1 on 
any pair of men’s, women’s, boys’ or 
girls’ shoes traded on a new pair 
priced at $3.99 or more. All shoes 
taken in trade were given to char- 
ity. The promotion, a one-day affair, 
brought in a “substantial” number 
of old shoes. 





Shoe Store Equipment 


CATALOGUE 
IS RESERVED FOR YOU! 
¢-- Mail Coupon Today! --- 
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Atlanta Wholesaler Bought; 
‘Supermarket’ Unit Planned 


ATLANTA—Samaro Enterprises, 
Inc., has bought Gramling and Col- 
lingsworth Shoes, Inc., an Atlanta 
wholesale shoe firm, and leased the 
company’s warehouse as the site of 
Samaro’s third “Shoe Town” super- 
market store in the area. 

Joe Isenberg, president of Sam- 
aro, said his company acquired the 
entire stock of Gramling and Col- 
lingsworth for “about $100,000.” 
Samaro Enterprises will move its 
own warehouse, general offices and 
retail division into the G. and C. 
building at 84 Central Ave. in down- 
town Atlanta. The structure has 
22,500 square feet. 

Mr. Isenberg opened the first 
Shoe Town in Atlanta last March 
and the second in August. 


Ran Gallagher, operator of Ran- 
dall’s Shoe Store, Greeley, Colo., 
and Mrs. Gallagher were awarded 
a three-day trip to Phoenix, Ariz., 
at the Spring Shoe Show of the 
Mountain States Shoe Travelers As- 
sociation. 


e What's New 


Styrene Molding Material 
Said to Strengthen Thin Heels 


A HIGH-IMPACT styrene mold- 
ing material which is said to sub- 
stantially reduce shoe heel manu- 
facturing costs and add strength to 
the new ultra-thin heels has been 
developed by Foster Grant Com- 
pany, Inc., plastics material pro- 
ducer at Leominster, Mass. 

The new material, called Fosta 
Tuf-Flex 289, is claimed to be 
“ideal for use in popular priced 
shoes.” 

Fosta Tuf-Flex 289 is described 
as strong and lightweight. It is 
easily nailable and coverable, and 
accepts lacquer readily. It lends 
itself to new doweling techniques 
and to injection molding  tech- 
niques, Foster Grant says. 


Stretchable Nylon Lace 

A SHOE LACE made of 100 per 
cent stretch nylon and called “A 
Live” is announced by Pepperell 
Braiding Company, East Pepperell, 


Mass. The company says the lace 
will last the life of the shoe and will 
stay tied without slipping. One 
length is said to serve all standard 
shoes with from two to six pairs of 
eyelets. Available to retailers is a 
counter display box containing four 
dozen pairs. 


Aerosol Wax Polish 


A SHOE SHINE spray called 
“Bonus,” with a wax polish in neu- 
tral color, is being introduced by 
Barton Manufacturing Company, St. 
Louis. The product may be used on 
any shade of leather except white. 
“Bonus” is being marketed in a five- 
ounce can. 


Neutral Leather Cream 


VENETIAN Leather Cream, a 
neutral preparation to clean, polish, 
preserve and condition leather, is 
being marketed by C. A. Zoes Manu- 
facturing Company, Inc., Chicago, 
through shoe stores and other out- 
lets. The product comes in a 6-oz. 
cosmetic-type bottle and is said to 
be usable on all leather articles. 








The biggest demand is for THIS BIGGEST NAME BRAND! 


All Popular Constructions \ 
CHILDREN’S TIGHTS 
Full Fashioned 
Non-Run Full Fashioned 
Seamless Run-Resist 
“‘Ivy-League”’ Stripes 
WOMEN’S SIZES in same 
constructions as above 
LEOTARDS 

for Children 
for Women 


© All Prices are Retail 
* Immediate factory delivery 


* Order direct © Write for 
iMlustrated Catalog No. B-12 


ee 7~ Your customers will ask for 


— DANSKINS 


full fashioned and seamless 


_ TIGHTS - 


$3.50 quality! 


$3.95 


LEOTARDS - TRUNKS 
caetch a 


> 
a 


Best sellers everywhere! Stores get terrific 
response when they feature Danskins—the 
name consumers recognize for finest 


Tights and Leotards, knit-for-perfect-fit in 


20 fashion colors, to wear matched or mixed. 


from $3.50 
from $4.50 


U.S. PATENTS NO, 2,697,925 + NO. 2,706,389 « NO. 2,799,023 


DANSKIN, IN 


437 Fifth Avenue, New York 16, N. Y. 
s DIVISION OF TRIUMPH HOSIERY MILLS 


e Seventeen * Mademoiselle « 
¢ American Girl ¢ Dance ¢ Ski ¢ Skating 
¢ N.Y. Times Magazine « Fashions of the Times 


Your customers will see DANSKINS colorful advertising in 


Glamour 


© The New Yorker 


TIE-IN for BIGGER VOLUME! 


tards and trunks 
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St. Louis Shoe Show 
Booking Exhibit Space 


ST. LOUIS — Application forms 
for exhibit space at the 1960 St. 
Louis Shoe Show have been mailed 
to last year’s exhibitors, according 
to Charles Arend, general chairman 
of next spring’s event. He also said 
a selected group of manufacturers 
who did not participate in the 1959 
show will be mailed registration 
forms about January 1. Show dates 
are May 1-4. 

The advance registration forms 
being mailed by the St. Louis Shoe 
Manufacturers Association, the 
sponsoring group, are expected to 
bring in the largest registration in 
the history of the show. Mr. Arend, 
sales manager of Juvenile Shoe Cor- 
poration of America, said a record 
attendance is expected from both 
exhibitors and buyers. 

“We expect the 1960 showing to 
exceed 300 lines,” he said. “We also 
anticipate more than 3500 retailers 
and we are making arrangements 
for this record attendance.” 

To accommodate exhibitors, all 
available show rooms at the Statler- 
Hilton and Sheraton-Jefferson Ho- 
tels and the St. Louis Merchandise 
Mart have been reserved by the 
show’s Housing Committee. 

The St. Louis Fall Showing has 
developed into one of the largest 
brand name shows in the country. 





Rubber-Fabric Imports 


Increase 289% in Pairage 


NEW YORK—Imports of rubber- 
soled, fabric-upper footwear 
jumped 289 per cent in pairage and 
591 per cent in dollar value in the 
first nine months of this year, com- 
pared with the same period of 1958. 
That’s the report of the National 
Shoe Manufacturers Association. 

In the first nine months of 1958, 
NSMA said, these imports amounted 
to 2,534,800 pairs with a value of 
$1,972,000. Average value per pair: 
78 cents. 

In the same months of 1959, im- 
ports reached 9,861,400 pairs with 
a value of $13,631,600. Average 
value: $1.38. 
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Prime-Tex to Make Welt Insole Material 


MANCHESTER, N. H.— The 
Prime-Tex Corporation, a newly or- 
ganized affiliate of the Prime Manu- 
facturing Company of Lynn, Mass., 
will make a new welt insole material 


spreading, shrinking, warping and 
buckling which make for foot cal- 
louses and general foot discomfort. 
The material, company officials 
point out, is unaffected by perspira- 


Officers and members of the board of newly organized Prime-Tex Corporation are 


(from left): Bernard Bailey, vice-president and general manager; 


Dudley P. 


Ranney, board chairman; Stewart E. Wells, vice-president, sales; Conrad C. Strick- 
land, president; Talbot C. Chase, treasurer, and Charles Wooley, assistant to 
president. Not shown is John T. Ainslie, assistant treasurer. 


for use in the manufacture of welt 
shoes. 

The material is an alpha-cellulose 
pulp saturated with neoprene resins 
and special compounds. It is de- 
signed for use in the Prime Process 
originated by the parent company. 

Insoles of this material, it is 
claimed, are fully resistant to 


tion or color dyes and is known to 
be non-irritating. Tiny air cells pro- 
vide insulation and porosity. 

Shoes in which these insoles are 
used are said to be comfortable and 
long-wearing. Electronically con- 
trolled machinery used in the manu- 
facture of this new material assures 
uniformity of quality. 





Esquire Promotes Spray 
With Mid-Air Spectacular 

NEW YORK — Knomark, Inc., 
birthplace of a multitude of unique 
promotional ideas in recent months, 
has risen—literally—to new heights. 
To promote its Esquire Spray Shine, 
the polish firm is sponsoring an 
aerial shoe shine, 

Five hundred feet above the heads 
of vacationers at Miami Beach these 
days, a giant shoe is being shined 
mechanically in mid-air. The 15- 
foot shoe, towed by a light plane, is 
seen being sprayed by a 15-foot can 
of the Spray Shine. Trailing behind 
is a 150-foot banner proclaiming: 
“It’s a miracle! Esquire Spray 
Shine.” 

The display is the creation of a 
former Hollywood director, Bert Gil- 
bert, who now operates an aerial 
advertising firm at the Florida re- 


sort. He developed the promotion in 
association with Irving J. Bottner, 
Knomark’s president. 

Mr. Bottner was impressed by the 
possibilities of aerial display while 
in Miami Beach for a convention. 
He plans to stage the sky shine in 
other cities later. 


Respro Lists Price Boost 

TOLEDO, O.—Prices have been 
increased about five per cent on cer- 
tain shoe lining materials made by 
the Respro-Textileather division of 
The General Tire & Rubber Com- 
pany. Affected by the action are 
Resproid, Durakalf, Tufsta and Tuf- 
sta Doubler linings. Company offi- 
cials attributed the increase to 
“growing labor and raw material 
costs.” They said the company had 
held the price line on these materials 
since 1956. 





Allied Show Forecast: 


Fall 60 Volume Foreseen in 19/8, Wedges 


NEW YORK—A new heel height, 
the 19/8 and 20/8, will emerge in 
fall 1960 shoes, and at the same time 
wedge heels will experience a surge 
of popularity. These developments 
are predicted by the Heel Advisory 
Committee of the Allied Shoe Prod- 
ucts Show. 

Michael Segal, chairman, said the 
committee also sees a strong trend 
toward more distinctly styled silhou- 
ettes, and important changes in ma- 
terials and methods. Mr. Segal, sales 
director for Lifetime Heels, a divi- 
sion of Amalgamated Plastics, out- 
lined the heel outlook for next fall 
this way: 

In the higher heels, 23/8 and 24/8, 
the slim-slim silhouette continues 
in unabated importance. However, 
there is a slight shift in style em- 
phasis within this thin heel field, es- 
pecially in better-grade shoes. This 
consists of a subtly flared stem 
shape, particularly around the top- 
lift and in some instances including 
the toplift. 


your best way 


to serve 
a big market! 


Nationally 
Advertised 


D! Scholls 


The square-breast line silhouette 
(known as the Continental), intro- 
duced this season, hasn’t yet de- 
veloped volume importance. But it 
is significant at the high-fashion 
level, and further extensions and va- 
riations of squared-heel treatments 
can be expected. 

There are strong indications that 
the 19/8 and 20/8—already impor- 
tant at high-fashion — will develop 
volume-wise. This can be expected 
as an ultra-slim silhouette. Spectator 
types continue as almost a basic in 
all price brackets. 

In the medium heel heights, 17/8 
and 18/8, the thin heel will also con- 
tinue as basic style both in high- 
fashion and volume. From 16/8 
down, emphasis is on ‘‘shaped 
shapes” such as French, Illusion and 
Louis heels. This influence is strong 
all the way down to 6/8, encompass- 
ing the Queen Anne and Squash 
types, which will move ahead even 
stronger. 

In stacked heels, the 8/8 and 10/8 


The Casual Sandal Line 


That Has Everything 


heights are growing in popularity. 
The baby square-back cuban with 
scarfed front is a leader for teenage 
and walking shoes. Also prominent 
are the keg and pyramid style heels. 

Flats are tending to be a bit 
higher, to 5/8, with emphasis 
on cowboy-shape heels. Scarfed 
fronts are in big demand. Skimmers 
continue good, with some new shapes 
such as the 4/8 oval pitch. 

A resurgence in popularity for 
wedge heels is expected to reach a 
high peak next fall. Leading styles 
in wedge types are the new 8/8 che- 
mise wedge, and the 12/8 demi- 
wedge. Open shoes for fall will find 
many new wedge heel styles in the 
medium and high heights. 


Two Choices in Toplifts 

Meanwhile, the committee says, 
the search for the best toplift mate- 
rial seems to have settled down to 
a choice between a permanent top- 
lift of steel (more popular in vol- 
ume-price shoes) and a long-wear- 
ing toplift of synthetic substance 
(more popular in _ better-grade 
shoes). 

New technical developments in 
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plastics have extended the plastic 
heel field to flats, providing a 
molded, resilient, one-piece heel of 
low cost and long wear, and elimi- 
nating the need for finishing. Plas- 
tic wedge heels are now being made 
for the first time. 

Another new technological devel- 
opment in plastics provides a high 
heel design which over the next year 
may greatly change shoe and heel 
construction. This new heel design, 
featuring an extended lip, is used 
in conjunction with the “tabless” 
process which permits sole and heel 
flap to be cemented to the shoe in 
one operation instead of two. The 
extended lip strengthens the heel 
and shoe, gives the shoe a smoother 
shank and breast line, and elimi- 
nates need for heel seat fillers. 

The Allied Shoe Products Show is 
being held at the New York Trade 
Show Building, December 15-18. 


‘Elegant Look’ Ahead 


In Fabric Footwear 


A LOOK of elegance will char- 
acterize fabric footwear for fall 
1960, according to the Allied Shoe 


Products Show’s Advisory Commit- 
tee on Shoe Fabrics. 

New fabrics, new styling treat- 
ments and fresh refinements in lasts 
will contribute to this look, the com- 
mittee said. Wrote William M. Fine, 
committee chairman and sales man- 
ager of Clemtex Manufacturing 
Company: ‘The continued long, slen- 
der look of the needle toe, plus the 
newer lasts such as oval and square- 
tipped toes, have opened new styling 
vistas in fabric footwear.” He said 
the industry can expect considerable 
use of draping, reverse ruffles and 
pleating. 

Black, a traditional leader for fall, 
will be obtainable in a variety of 
materials, including peau de _ soie, 
tissue faille, silk gabardine, silk 
faille, ottomans and others that lend 
themselves to pleating. 

Silk satin will remain the fore- 
most tintable fabric, the report said. 
However, an increasing amount of 
contrasting colors and ombre styles 
will be obtained through a _ wide 
range of colored silk satins that will 
be available. 

A combination of silk or rayon 
cotton surface-interest tintable fab- 
ric for daytime wear will continue in 


demand. Brocades woven to give the 
illusion of dimensional effect in all- 
over white or black, and brocades in- 
corporating gold and silver, will be 
offered in a large range of design. 

The return of flannels, gabardines 
and covert cloth in base construction 
of wool, combed cottons and blended 
fibers will be a fresh highlight in 
casual footwear. 

Predominant colors in women’s 
shoes will include olive, olive brown, 
tan, caramel, town brown, medium 
brown, dark gray, smoke gray, 
bronze and navy. 

In misses’, growing girls’ and low- 
heel shoes, there can be expected a 
predominance of flannel, gabardine 
and covert cloth, plus nylon velvet 
and a greater variety of surface- 
textured fabrics. Children’s shoes 
will continue strong in nylon velvet, 
in black, red, dark gray and navy. 

Linings will be shown in a wider 
spread of floral and geometric prints. 

Prints will be available not only 
in regular print cloth but in failles, 
satins and satin twills. Woven de- 
sign failles which give tone-on-tone 
effects will be available in the stand- 
ard colors or black, rock candy, water 
lily, white, pink and pastel blue. 





Poul 


REPEAT SALES 


with Closed Toe and Heel 


One of the most perfect fitting 
shoes in a generation. 
Designed with built-in comfort 


STOCK 
708 


Retailing 
Profitably at $10.95 


COMPLETE IN-STOCK CATALOGUE MAILED ON REQUEST 


THE P. HAGERTY SHOE C0., Washington C.H., Ohio 


December 15, 1959 


Smooth Black Calf 


SHOES 


and flexibility. 


IN STOCK { 
Sizes AAAA thru D 
up to size 11 all 
widths. 


| 
i 
\ 





LEATHER 
-plus!* 
WEARS LONGER\ | 
RETAINS ITS SHAPE‘ | 


RESISTS WATER | 
and RUNCTURES| 


Litesalind gy egpest 
\VIRGINA Oak TANNERY 


ES CORP 
traces 


r In shane ts by peanomont & €O.] Limited, 1 Acton, Ontario 


Ta 
Ne ~ 


CONSUMER 
o. sis — wO 


PARENTS’ 


7, MAGAZINE = 


2 


RATION 


NEW YORK 38,N. Y. 














Independent Shoe Machinery 
Forms Canadian Subsidiary 
NEW YORK — Independent Shoe 
Machinery Company, Inc., has set 
up a wholly owned Canadian sub- 
sidiary, according to Otto M. 
Springer, vice-president and general 


Se 


OTTO M. SPRINGER GEORG NIELSEN 


manager. It will be called Indepen- 
dent Shoe Machinery Company of 
Canada, Ltd. 

Mr. Springer is executive vice- 
president of the new company. Other 
officers are: president, Leonard 
Morey; vice-president and general 
manager, Georg Nielsen, and secre- 
tary-treasurer, Robert Morey. Mr. 
Nielsen, whose headquarters are in 


Toronto, has been representing Vilh 
Pedersen of Denmark, maker of the 
Jupiter outsole stitcher that has 
been widely accepted in the U. S. 
and Canada. 

Independent Shoe Machinery has 
already introduced in Canada the 
Astra pulling-over, toe and forepart 
lasting machine. The company plans 
to handle vulcanizing machines pro- 
duced by Lorenzin of Padova, Italy, 
and other equipment not yet an- 
nounced. 


Campaign for Thomas Line 
Launched by Brilliant Bros. 

BOSTON — Brilliant Brothers, 
men’s shoe wholesaler for more than 
50 years, has embarked on a national 
advertising campaign to promote its 
Thomas shoes for men. The program 
includes space in Ebony and Play- 
boy magazines. 

Thomas shoes, distributed exclu- 
sively by Brilliant Brothers, are de- 
scribed by Mel Brilliant, company 
treasurer, as a high-style line, made 
to retail at $7.95 and up and de- 
signed to appeal to men in the 
younger age group. 





WHERE 
INDEPENDENT 
SHOE 


MANUFACTURERS 
FIND COMPLETE 


RELIEF FROM 


BAD DEBTS, SLOW 
ACCOUNTS, CREDIT 


DEPARTMENT 
EXPENSE 


Flexibility Is the Objective 
At New I. Miller Office Suite 

NEW YORK—Mobility and flexi- 
bility are the keynotes of new I. Mil- 
ler & Sons Company sales offices 
which have been opened on the 18th 
tower floor of the new Corning Glass 
Building, at Fifth Ave. and 56th St. 

Three showrooms have been con- 
ceived which can function as sepa- 
rate rooms for servicing buyers and 
other visitors or, simply by sliding 
back some wood panels, can become 
one large room for showings at- 
tended by 150 to 200 persons. The 
president’s suite also can do double 
or triple duty. It consists of his 
private office, his secretary’s office 
and a combination sales-conference 
room. 

Hundreds of shoe samples for the 
four seasonal markets are readily 
available. But they’re housed out of 
sight in cases with wooden doors of 
contemporary design. 

The new offices were planned by 
the firm, Designs for Business, Inc., 
in a 6000-square-foot area. The proj- 
ect followed the ideas of I. Miller’s 
president, Edward Russell, Jr. 
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IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 
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Modified Hook for Velcro 
Permits New Applications 


NEW YORK—A new type of 
hook portion for the tape-like Vel- 
cro nylon fastener has been devel- 
oped for special uses on_ shoes. 
American Velcro, Inc., said the de- 
velopment, called Velcro 80, consists 
of larger filament yarn than the 
original Velcro 55. 

A new symmetrical construction, 
in balance both longitudinally and 
horizontally, provides greater sheer 
strength needed in certain shoe de- 
signs, the company said. 

Velcro 55, in use primarily on 
strap fastenings for shoes, will con- 
tinue to be sold. According to the 
manufacturer, Velcro 80 will, how- 
ever, permit “new concepts of foot- 
wear design,” including new kinds 
of side closures, back closures and 
sling pump fastenings. 

Pullovers embodying these new 
applications were to go on display 
at the current Shoe Fabric Show 
by Creative Products, Inc., distribu- 
tors of Velcro to the shoe industry. 
The designs were created by Hank 
Davidson, Nancy Knox and James 


BEN SLOSBERG HAS SMART 


- PUSSY - FOOTING | 


Josephi, consultant shoe designers 
to Velcro. 


Hussco to Mark Anniversary 
With Year-Long Campaign 

NEW YORK—A year-long promo- 
tional campaign will mark the 25th 
birthday of Hussco Shoe Company. 
William Manowitz, president, said 
the campaign will involve the most 
extensive advertising in the com- 
pany’s history. 

The “Silver Jubilee” promotion 
will be geared to enable retailers, 
salesmen and distributors to take 
advantage of the theme, Mr. Mano- 
witz said. During the year the firm 
will advertise in 25 national maga- 
zines, including several fashion pub- 
lications. Huskies moccasins will be 
featured in major sports and men’s 
publications. 

On a “Silver Anniversary Day” 
next May, the company will award 
silver dollars to distributors, sales- 
men and retailers. A “Silver Dollar 
Sale” brochure is being mailed to re- 
tailer customers by Hussco distribu- 





New England Supervisory 
Group to Hear Stylist Dec. 19 


BOSTON—Seymour Troy, one of 
the country’s leading shoe style cre- 
ators, will speak » 
at a meeting of 
the New England 
Shoe Foremen and 
Superinten- 
dents’ Association, 

December 19 in 
the Statler Hilton 
Hotel here. 

Mr. Troy, who 
designs the Troy- 
ling line for Lown 
Shoes, Inc., will SEYMOUR TROY 
discuss the question, “Are We Dedi- 
cated to Our Industry?” There will 
be a short business meeting pre- 
sided over by William Cohen, asso- 
ciation president. 


Harold M. Florsheim, president 
of the Florsheim Shoe Company, 
Chicago, has been elected to the 
board of trustees of the Chicago 
Medical School. Mr. Florsheim is 
a director and vice-president of In- 
ternational Shoe Company. 
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The new Silent Step toplift, made of the ultimate material 
by a patented process, will virtually last forever, out-wear- 
ing any shoe. . Resilient. 

. Will not fray. 

. Will not sharpen. 

. Will not cut holes in floors. 

. Will not ruin hosiery. 

. Will not scratch the legs. 

. Eliminates completely the clang, 
Clang, clop, clop noise caused by 
steel toplifts. 

. Has been wear-tested by leading 
laboratories, and is being used by | 
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leading shoe manufacturers. . 
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Cable Addre WOrth 2-5 
For full 
particulars write SILENT STEP TOPLIFT CO. 
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Bates Ad Campaign Pictures the ‘Well Dressed Man’ 


WEBSTER, MASS. — The com- 
plete man, and not just his shoes, is 
pictured in a series of advertise- 
ments launched this month by Bates 
Shoe Company. Each ad shows two 
male models seated in unusual chairs 
and engaged in conversation. 
Uniquely, their footwear occupies 
only a relatively small portion of the 
ads. 

Advertisements are scheduled for 
the New York Times Sunday Maga- 
zine, Esquire and Sports Illustrated. 
Each will bear the _ inscription: 


= tnt) 


wt f 
“CALS 


/ CN 


“Shoe News from the Bates Chair- 
Man.” 

In planning the campaign, Edward 
M. Meyers, president of Edward M. 
Meyers Associates, Inc.—Bates’ ad 
agency—saw no reason why the 
whole figure couldn’t be used to ad- 
vertise shoes. The most interesting 
part of anyone in a photograph, he 
argued, is the part from the waist 
up. So the agency picked its models 
for their particular facial character- 
istics, and decreed an “ideal ward- 
robe” for each to complete the pic- 





e lower 
costs 





©1959 Ro-Search, Inc. Waynesville, N. C 


One of the ads in Bates’ new series 


ture of the well dressed man. 
An interior decorator chose the 
chairs for the ads. 


Ripple, Hack Shoe Expand 


DETROIT—In the latest in a se- 
ries of expansion moves, the Ripple 
Sole Corporation and the Hack Shoe 
Company, a retail firm, have taken 
over the entire fifth floor of De- 
troit’s big Mutual Building. Morton 
Hack, executive vice-president of 
the Ripple Sole firm, said the ex- 
pansion provides more administra- 
tive space for that company and ex- 
tra stock space for Hack Shoe. Now 
each company occupies half of the 
floor. 





Fashions in Split Leather 


Displaying their Congo Casual leather 
with zebra stripes are officials of Gen- 
eral Split Corporation, Milwaukee: Saul 
Levine, executive vice-president; John 
Kmet, superintendent, and Gustave Sokol, 
president (left to right). A leopard- 
spotted pattern is also offered. Other 
groups include Scotch plaids, Florentine 
metallics. 
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Princeton Knitting Mills a Casual Line Is Introduced for bi es 
Is Acquired by Burlington é 


NEW YORK—Burlington Indus- 
tries, Inc., the country’s largest tex- 
tile manufacturing and distributing 
organization, has acquired the assets 
of Princeton Knitting Mills, Inc., an 
independent producer of knitted 
fabrics used in the shoe industry 
and elsewhere. Financial details of 
the transaction were not disclosed. 
Max Doft, president of Princeton, 
and Harry Fleisher, secretary and 
general manager, said the company 
would continue to operate under the 
present management. They said the 
acquisition “will be highly advan- 
tageous in our expanding production 
and marketing operations.” 
Princeton operates plants in 
Watertown and Waterbury, Conn. ue 
The company was a pioneer in de- Bir p. avarge 9 — mes piel eer snetes ds ay? ban by John Grose, gen- 
veloping and promoting fashion. $70 alae SU age Sree teens vce Meee contest rar wea 
themed high pile fabrics. ford, Mich., tanner, and Virginia Morris, St. Louis representative of Haus of 
Krause, whose pigskin leather is used in new line. “Funny Bunnies" line includes 11 


; colors for children, misses and young girls. 
The Nelson-Roney Company of 


San Francisco and Los Angeles has charge of the San Francisco office kip and side leather lines made by 
been named sales agent for the and Howard Angelovic heads the Beggs & Cobb, Inc., supplementing 
Acme Leather Company, Peabody, Los Angeles office. The West Coast these with Acme’s line of glove and 
Mass. Clarence J. Roney is in company will continue to carry the specialty leathers. 
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Armour’s Record: From 3 
Colors to 4300 Combinations 

CHICAGO — “Forty years ago 
when I started at the tannery there 
were only three basic types of 
leathers produced, and they came 
in just three colors. Not much at- 
tention was paid to new products 
in those days.” 

Melvin L. Herman, plant general 
manager, voiced these _ reminis- 
cences at the annual sales and pro- 
duction meeting of Armour Leather 
Company’s Upper Leather division, 
held in Sheboygan, Wis., recently. 
Today, Mr. Herman said, Armour 
is actively promoting new products 
to stimulate consumer interest. 

“We have over 4300 different color 
combinations now and we are still 
searching for more,” he said. “No 
one can afford to stand still in this 
industry.” 

Salesmen from throughout the 
country heard plans reviewed for 
an aggressive sales program. They 
were briefed on new tannery proc- 
esses and told about the company’s 
new offerings. One of these, “Bon- 


nieskin,” was said to be highly 
popular. It is described as a deli- 
cate leather with a soft, silky feel, 
developed particularly for the wo- 
men’s shoe trade. “Bonnieskin’” was 
discussed by William Schulte, sales 
manager. 

Other speakers included F. R. 
Lemp, division general manager; 
Omer Schwaller, plant general su- 
perintendent; Ralph Steging, con- 
troller; Duane Miller, stylist and 
promotion director; Fred Ditt- 
mann, skin buyer, and Frank Kil- 
crece, credit manager. 


Shaw Adds Office Building 


COLDWATER, MICH. — M. T. 
Shaw, Inc., men’s shoe manufactur- 
ing firm, has broken ground for a 
brick and concrete office building. 
Over 3000 square feet will be added 
to the company’s facilities, and the 
present office facilities will become 
part of the company’s in-stock ware- 
house space. 

The new building will be com- 
pleted next March. It will allow 
“further production increases as well 


as an increased and improved in- 
stock operation,” according to M. T. 
Shaw, Jr., president. The company 
is turning out 2000 pairs a day, he 
said. 


Amalco Sets Trade Showing 
For a New Dyeable Suede 

NEW YORK—First trade show- 
ing of the new Amalco Tintoretta 
dyeable suede was to be given to 
a representative industry group at 
the Sheraton-Atlantic Hotel here, 
December 15. This follows the in- 
troduction of the Tintoretta dye- 
able suede in the I. Miller New 
York stores this week. 

Amalgamated Leather Compa- 
nies, Inc., is featuring the new 
tannage at the Leather Show and 
at regional leather shows in Janu- 
ary. The special dyes required for 
coloring Tintoretta are available 
through the Qualitas division of 
Amalco. There are 20 pastel and 
brilliant colors in the Tintoretta 
range. 

I. Miller has exclusive use of 
Tintoretta until March 15. 
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also Black Suede. 
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See, feel these new cloud-soft, resilient, feather-light, shock-absorb- 
ing VI-FOAM Heel Cushions of Dr. Scholl’s, with silky-smooth 
Lustrol top. You'll marvel, because VI-FOAM, to begin with, con- 
tains NO rubber, yet is lighter, more cushioning than rubber. Absorbs 
the shock of each step. Never anything like it for sore heels and for 
those who enjoy a soft bed for the heels to rest on. Wrapped in 
cellophane. Wholesale $4.80 dozen pairs. Retail 60¢ pair. 





Packed in attractive 
Counter Dispenser 
holding 3 dozen pairs 
in assorted sizes and 
colors for women and 
men. $14.40 


Sizes: Women’s, 4-5, 
6-7, 8-9. Men's, 8-9, 
10-11, 12-13. 

Colors: Blue, Pink, 


White, Brown, Gray, 
Beige, Black. 


Write for FREE sample pair. 
Mention size wanted and 
if for man 
or woman. 





ORDER NOW! 


The Scholl Mfg. Co., 
Inc. 
Chicago 10, Ill. 
New York 11, N. Y. 
los Angeles 58, Cal. 





IN STOCK 


Red, brown, blue, black, 
white. Sizes 4 to 10, 
AAAA to D. 


British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N. Y. 
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© Obituaries 


John Goldberg Dies; 
Manufacturer Was 66 


BROOKLINE, MASS.—John H. 
Goldberg, 66, one of New England’s 
most prominent shoe manufacturers, 
died here November 29. 

He was founder and president of 
the Goldway Shoe Company, Beverly, 
Mass., and of the Evangeline Shoe 
Company, Johnson Shoes, Inc., and 
the Manchester Wood Heel Com- 
pany, all of Manchester, N. H. His 
home was in Brookline. 

Mr, Goldberg had been active in 
the work of many charitable, civic 
and cultural groups, including the 
Beth Israel Hospital, Brookline, and 
Brandeis University, Waltham, 
Mass. He had served also as a mem- 
ber of the board of directors of The 
210 Associates and had been an ac- 
tive member of the New England 
Shoe and Leather Association. 

Surviving are his widow, Pauline; 
two sons, Robert and Milton; two 
daughters, Mrs. Marion Fishman 
and Mrs. Lillian Birenbaum; four 
sisters and a brother. 


JOHN J. DEVINE, 58, former 
vice-president of Compo Shoe Ma- 
chinery Corporation, died Novem- 
ber 27 in St. Louis after suffering 
a cerebral hemorrhage. He retired 
from Compo about three years ago. 
Survivors include his widow, Mary; 
his mother, three daughters, two 
sisters and two brothers. 


WILLIAM H. PRITCHARD, 56, 
an assistant secretary of Endicott 
Johnson Corporation, Endicott, 
N. Y., died November 24, 11 days 
after undergoing major surgery. 
He had been associated with the 
company as an attorney since 1927. 
He also was president of the John- 
son City (N. Y.) board of educa- 
Surviving are his widow, 
Marion, two sons and three sisters. 


tion. 


WILLIAM P. PURFIELD, 80, 
who spent 53 years in the shoe 
retail business in Grand Rapids, 
Ann Arbor and Detroit, Mich., died 
November 23 in Ann Arbor after 
a long illness. 
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Fine euler 
MOSINGER-COHN 


1235 Washington, St. Louis 3, Mo 
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LONG ARM* 


The efficient box handler 














PICK 
YOURSELF 
UP 


and order LONG ARMS 
before you fall off of 
that stool again. LONG 
ARMS will reach the j 
high shelves for you and return the empties up- 
side down. LONG ARMS with handles 24", 36", 
48'', 60"', $3.50; with 72'' handles, $4.50, postpaid 
in USA. Satisfaction guaranteed. Specify handle 
length and if for men's or women's boxes. Your 
jobber or 








CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 











ISADORE MATHES, 80, founder | 
and president of the I. Mathes & 
Sons Shoe Company, St. Louis, died 
November 26 of a heart attack. He 
had started the firm in 1899. 


LUKE DENTON, 61, owner of 
the Professional Prescription Shoes 
Company, Cincinnati, O., died No- 
vember 19 in a local hospital. 





TARSO SUPINATOR SHOES® 


—for weak or flat feet— 
. . . prescribed by doctors 
as the modern corrective 
shoe for children. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway e Yonkers, N. Y. 





MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
+ short term trial offer, 


Name 
Company 
City..... 














VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 





Personnel 





ROBERT WRIGHT 


MILTON S. SAMUELS 
E Named Stylist 


squire VP 


Retiring... 


W. G. (Dick) Hunt, from Brown 
Shoe Company, St. Louis, following 
33 years’ service. Since 1945 he has 
been Life Stride salesman covering 
Missouri and Iowa. 


Appointed... 


Milton S. Samuels, as vice-presi- 
dent in charge of marketing of 
Esquire Boot Polish, at Knomark, 
Inc., New York. For the past year 
he was vice-president, a partner 
and account supervisor for a Chi- 
cago advertising agency. 

Edwin Kabat, as managing di- 
rector of the Brevitt American Cor- 
poration, New York. Richard 
Whalen, as assistant to Mr. Kabat. 
Melvin Blye, as sales manager. 

Jack L. Cohn, as sales represen- 
tative for Vogue Shoe Company, 
Los Angeles, covering the Texas- 
Oklahoma-Louisiana territory. His 
headquarters will be in Dallas. 

Sid Levethan, as sales representa- 
tive for Fortune Shoe Company, di- 
vision of Genesco, Nashville, Tenn. 
He will cover Southern New Jersey 
and Pennsylvania, with his head- 
quarters in Levittown, N. J. He 
succeeds George Ross. 

Jack Grossman, as sales repre- 
sentative for Mr. Stanley, Inc., 
Brooklyn, traveling the Southwest. 
He also represents Andrew Geller 
in that area. 

Robert Wright, as stylist for the 
Pennant division of International 
Shoe Company, St. Louis. He will 
be responsible for shoe designing 
and styling within Pennant’s make- 
up line. 

Frank Rose, as sales representa- 
tive for the Smartaire division of 
Brown Shoe Company, St. Louis, 
covering Arizona, California and 
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L. H. MULHERN 
Succeeds Pepin 


HENRY A. PEPIN 
To St. Louis 


Nevada. He was with the com- 
pany’s Franchise and United Men’s 
divisions for eight years. 


Leon Kupper, as sales represen- 
tative in Kansas and Western Mis- 
souri for Tober-Saifer Shoe Manu- 
facturing Company, St. Louis, re- 
placing Bob Stafford. 

Gordon R. Lichwardt, as adver- 
tising manager of The General Tire 
& Rubber Company, Akron, O. 

Henry A. Pepin, as factory sales 
and service representative for the 
Shoe Adhesives division, Pierce & 
Stevens Chemical Corporation, Buf- 
falo, N. Y., covering St. Louis and 
surrounding area. The company 
has ended its association with its 
St. Louis agency, Advance Sales, 
Inc., and is expanding its Midwest 
activity on behalf of the Shoe Ad- 
hesives division. 

Lawrence H. Mulhern, as techni- 
cal service representative for the 
Shoe Adhesives division, Pierce & 
Stevens Chemical Corporation, in 
the New England area. He suc- 
ceeds Henry Pepin in that area. 


Transferred ... 


Milton Fisher, to cover Southern 
Georgia (from Columbus, Macon 
and Savannah south) for Belgrade 
Shoe Company, Auburn, Me., in 
addition to his regular territory of 
Florida, Alabama, Mississippi, 
Louisiana, Arkansas, Texas and 
Tennessee. In the latter state he 
will now cover only the Memphis 
area. 

Michael Konomos, to cover the 
Tennessee territory formerly han- 
dled by Milton Fisher for Belgrade 
Shoe Company. Mr. Konomos re- 
tains the Carolinas territory and 
part of Georgia, but gives up South- 
ern Georgia. 


Kinney A ppowntments 


(CONTINUED FROM PAGE 90) 


The new president was named by 
the corporation’s directors, who also 
appointed a new board member. He 
is Samuel R. Spiker, vice-president 
and treasurer. 

Five additional appointments were 
announced later by Mr. Anderson: 

James B. Stuart, newly named 
vice-president in charge of retail 
sales, was appointed general mer- 
chandise manager. He has been with 
Kinney for 31 years as store man- 
ager, district sales manager, divi- 


SAMUEL R. SPIKER J. R. JOHNSON 


Mi 


JACK H. LOGAN 


FRANK D. HUSSEY 


sional sales manager and, most re- 
cently, general sales manager. 

J. Richard Johnson succeeds Mr. 
Stuart as general sales manager. A 
27-year veteran with the company, 
he has served as store manager, dis- 
trict sales manager and, for the last 
five years, buyer of men’s dress and 
casual shoes. 

Frank D. Hussey becomes men’s 
shoe buyer. With the company since 
1935, he has held posts in the ac- 
counting, merchandising and distri- 
bution departments and has been 
buyer of men’s work shoes and boys’ 
shoes for five years. 

John K, Aneser, a former distri- 
bution man, will assist Mr. Hussey. 

Jack H. Logan, former assistant 
buyer of men’s dress shoes, becomes 
buyer of boys’ shoes and men’s work 
shoes. 


Boot and Shoe Recorder 








Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 


4 SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ace 
PLEASE DON'T poo TE on = on dey 
CAUSE AUNT JENNIE IS JEALOUS Fine Footwear FOr OVER 43 YEARS 


UNCLE Louis Camitta & sonl] MULT ere 


91 Reade St., N. Y. C. WOrth 2-5063 1235 Washington, St. Louis 3, Mo: 


MA 1-3663 




















WE PAY MORE focausc WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 











Any quantity...any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 

OB. 1-4898 OE. 1-8762 
Quality Shoes Since '32 
“While in Town See Weil’ 














M. STOFF and CO. 
CASH FOR SHOES 
Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 

Phone or wire LEASES ASSUMED 4 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 
182 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9827 




















Yj 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered 


BARIS 


GANORLLATION ‘SHOES Jobs In Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. © New York 7, Y. © Tel: WOrth 2-5180 





WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 68-2062 


CAMITTA SHOE CO. 








120 No. 4th St. Phila. 6, Pa. 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 
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Classified and Want Ads 








WANTED TO PURCHASE 


WANTED TO PURCHASE 


DISPLAY 








CLOSE OUTS 


1139-41 South Jefferson 
Phone or Wire Collect 


KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


Chicago, Illinois 
Wabash 2-3797 











WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children’s. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 














SALESMEN WANTED 


SIDELINE SALESMEN WTD. 











EXPERIENCED MEN TO TRAVEL FOL 
LOWING TERRITORIES with Large, Well 
Known Men's and Children’s In-Stock Line: 
lowa, Nebraska, Minnesota, Ohio, Michigan 
and Indiana. MODERN SHOE COMPANY, 
1201 Washington Ave., St. Louis, Missouri 


OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus, Write. 


NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 








Cameron Company Displays 
500 ECHO LANE, GLENVIEW, ILL. 


NEW AND ORIGINALS—IN ART OF DISPLAY 
"TO THE MAN WHO CARES ABOUT 
HIS WINDOWS" 


JACK CAMERON, PAUL HAMLIN 
ALSO GUY MALLOY, formerly of 
NEIMAN MARCUS 











SALESMEN WANTED 








MEN'S SHOE SALESMAN 


Bates Shoe Company has an opening 
in Michigan and Northern Indiana for 
a shoe salesman. Must have successful 
sales experience representing manu- 
facturer to retail outlets. Must have 
knowledge to promote and merchan- 
dise to shoe retail outlets. Outstand- 
ing opportunity to represent a well 
established, medium priced men’s 
shoe manufacturer. Mail detailed res- 
ume (complete with business and per- 
sonal references) in confidence to: 


BATES SHOE COMPANY, Sales Dept. B. 


Park Street, Webster, Massachusetts 

















CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 


our office 20 days prior to 
publication date. 


NOTICE: 


Classified Advertising 
is payable in advance 








SIDELINE SALESMEN FOR MANUFAC- 
TURER of Infants’ and Children’s Shoes. Es- 
tablished territories open. Complete in-stock 
service. Write: EDMOR SHOE MFG. CO., 
1234 Carpenter Street, Philadelphia 47, Pa. 





FOR SALE 

















SHOE STORE, BUSY CORNER, Thickly 
populated area; Established fine clientele. 
Write: MAMET’S SHOES, 16617 Kinsman 
Road, Shaker Heights, Ohio. 


FOR SALE—FAMILY SHOE STORE 
Established eleven years. Nationally advertised 
Ten Thousand Capital Investment. 

sacrifive Five Thousand Cash. HOKE 
HARRIS SHOE STORE, 934 Edgewood, Jack- 
sonville 5, Florida. 


FAMILY SHOE STORE, ILLINOIS 


TOWN of 10,000. Nationally advertised 
brands. Modern front and interior; low rent; 
good lease. Reply to Box 656, Boot anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel 
39, Penna. 


FAMILY SHOE STORE, WELL ESTAB- 
LISHED, Shopping Center, Denver, Colorado, 
featuring National Brands, Good Children’s 
Volume. Beautiful modern store; over $100,000 
volume. Good lease; Clean Stock; Owner has 
other interests. For details write: HOWARD’S 
SHOE STORE, 2700 South Colorado Blvd., 
Denver, Colorado. 


SHOE STORE, DOWNTOWN LOCA- 
TION in Youngstown, Ohio. Same location 
for 20 years. Jomen’s and Teens Popular 
Price Lines. First floor and basement. Retir- 
ing. Will sacrifice. VOGUE SMART SHOES, 
6 North Phelps Street, Youngstown, Ohio. 


SALESMEN WANTED 


Complete Line of Children's Shoes. 
Pre-Welts, CEMENTS and BON 
Welts. Sizes | Infants’ to 3 Misses’. 
Territories open: Ky., Indiana, 
Ohio, Okla., Texas, lowa, Kans. 
and Mo. Reply with details, ref- 


erences. 
THE KEPNER-SCOTT SHOE CO., Inc., Orwigsburg, Pa. 








Complete Lines of Women's Flats, Cas- 
uals, Sports — also Boys' and Men's 
Dress Oxfords, Casuals and Work Shoes 
— carried in stock. Territories open: 
Virginias, Carolinas, Georgia, Ohio, 
Kentucky, Indiana, Illinois. Draw against 
bonus. All replies confidential. Give’ 
full details and references. 


A. MELTZER 


28 N. 4th St., Phila., Pa. 











BRILLIANT BROTHERS CO. 
190 Lincoln St., Boston, Mass. 
National Distributor Men's Popular Price 
Dress and Work Shoes. Exclusive and 
Side Line territories. © Draw—Bonus. 
Louisiana, Mississippi; © Washington, 
Oregon; Kansas, Missouri; Texas; Ne- 
braska, lowa; M husetts, C ti- 
cut, Rhode Island; Upper New York; 
Tennessee, Ark Enclosed resume, 

photo, and references. 
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Index to Advertisers 


This Advertisers' Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
errors or failure to insert. 


Acme Boot Company, Inc. ... 25 
Acrobat Shoe Company 
American Girl Shoe, The .... 


American Juniors Shoe Com- 
pany, Inc. 


ja a RS 

Baris Shoe Co. ..56..... 103, 109 

Beebe Rubber Co. 
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Brezner Div. Allied Kid Com- 
pany, Th 

British Classics, Inc. ........ 

Broitman-Gaffin Shoes, Inc... 


Cameron Company Displays. . 
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Or Ge ee, 
Carter, J. W., Company 


Colonial Tanning Company, 
Inc. Second Cover 


Converse Rubber Company .. 29g 


Danskin, Ince. 

Dickerson, Walker T., Com- 
pany 

Dow Corning Corporation ... 

Drew; Irving, Corps... 25 66s 


Du Pont de Nemours, E. I., & 
RD |) iS RS Ee pee ee 


Eby Shoe Corporation 

Eddy Shoe Corporation 

Edwards Shoes, Inc. ........ 
Edwards, Vincent, & Co. .... 107 
Endicott Johnson Corporation 30 
Ephrata Shoe Company 92 
Evans, John R., & Company.12, 13 


Farber, L., Company 
Foot-So-Port Shoe Co. 


Gerberich Payne Shoe Com- 
pany 

Gilbert Shoe Co., The 

Goding Boots, Inc. .......... 

Goodyear Tire & Rubber Com- 
pany 

Green Shoe Mfg. Company 

Outside Back Cover 


Hagerty, P., Shoe Co., The... 101 
Hempstead Shoe Company ... 109 


Herbst Shoe Manufacturing 
Co 38 


Heydays Shoes, Inc. ........ 34 
Hubschman, E., Sons, Inc. ... 26 


International Shoe Company 65 
Irving Tanning Corp. ....... 5 
Iselin, William, Co., Inc. 





Kangaroo Tanners 
Rey BOsN ING. i ckivaancs 110 
Kreider, W. L., Sons Mfg. Co. 96 


Lawrence, A. C., Company... 
Levor, G., & Co., Inc. ....... 
Lion Sandals, Inc. ..:....... 
Little Yankee Shoes 


Markell, M. J., Shoe Co. .... 
Mears Heel Company 


Medic Shoe Manufacturers, 
Ince. 


— Marking System Co., 
e 


Mosinger-Cohn Shoe Co...107, 109 


Nunn-Bush Shoe Company 
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Philadelphia Shoe Association 102 
Posner, Dr., Shoe Co., Inc.... 64 
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Scholl Mfg. Co. ......... 100, 106 
Scovill Mfg. Co. ............ 77 
Silent Step Toplift Co. ...... 103 
Step Master Shoes, Inc. ..... 
Sterling Last 

Beem, Mc Co. se oi haces ac 


Tan-Art Co., Ine. 
Taylor, E. E., Corporation... 
Thonet Industries 
Topps Shoe Store 
Traister, Oscar, Shoe Com- 


United Shoe Machinery Cor- 
poration 


United States Rubber Company, 
KemBl 15 


Lastex 


Vaisey-Bristol Shoe Co. 
Front Cover, 10, 11 


Virginia Oak Tannery Sales 
Corporation 


Weil, M. K., Shoe Co. ..... 97, 109 
Wellco Shoe Corporation .... 97 
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CORRAL greater 
profits with... 


GODING 





The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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4 Treatment for Leather 


f It’s the finishing touch that adds sales punch to your shoe line and the surest source for 
that touch is your United Finishing Specialist. 


Beauty 


4 


Through him, United gives you the industry’s largest selection of formulations, plus a 
special group of finishing chemists who continually explore new ways to help you cut 
costs and improve appearance. DURALENE® finishes, for example, have provided radical 
improvements in leather “‘beauty”’ treatment. 


You can save real money when you tap this United know-how. Let the United Finishing 
Specialist show you how the right finishing touch can be both a beauty — and profit — 
treatment for your shoe line. DURALENE.and other United Finishes are products of 

B. B. Chemical Co., and distributed by United Shoe Machinery Corporation, 140 Federal 


Street, Boston, Massachusetts. 
AWnite dd. 


FINISHES 


PRODUCTS OF B.B. CHEMICAL CO. 
THE G/C CATALOG ... YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 





Style 9198 
MONACO Last 


Black Cameo Calf 
Style 9298 

Same in Brown 
IN-STOCK 


Less Weight and Bulk 
than Ever Before! 


Another Nunn-Bush first! Almost every buyer ae 
who has seen the cushion insole construction ‘ > a 

of Pli-matics and then “hefted” the shoes has +4 

looked surprised. “How do you do it?” is the en yy” 
usual query, as he has noted the lightweight %,, 

and trim style lines. Pli-matics are an achieve- Qt 

ment... and if you will ask each customer to 

press his finger into the softness of the insoles, 


you will find that Pli-matics sell themselves! 


from $] 8: 99 


NUNN-BUSH SHOE COMPANY 
MILWAUKEE, WISCONSIN 


Style 9395 
STAFFORD Last 
Black Cameo Calf 
Style 9495 

Same in Brown 
IN-STOCK 


Style 9351 
MONACO Last 
Black Cameo Calf 
Style 9451 

Same in Brown 
IN-STOCK 
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